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investment 
-- - ONE THAT WILL SPEED we COVES 
LOADING AND KEEP COSTS DOWN 


This company has made a wise investment—one which will pay dividends over 
a long period of time! The man above is putting a Magliner magnesium dock 
board in place on the company’s dock. This new Magliner will speed loading November 1967 
... get more out of power trucks and other loading equipment. . . keep costs 
down. Made of light, strong magnesium, the dock board is easily moved and 
positioned by one man. No heavy lifting ... no risk of physical injury, it will 
protect men, loads and equipment against accidents and costly damage. 
Magliner magnesium dock boards are designed to meet both ordinary and 
out-of-the-ordinary loading conditions . . . eliminate costly delays and 
bottlenecks . . . make loading costs go down! Engineered and built 
to take it, they safely handle loads up to 20,000 Ibs. 

Magliner dock boards will pay other big 

dividends, too. They are low in initial cost 

and because they provide dependable, long- 

life service with less maintenance, they give 

you greater economy ALL-ways. 

Find out today, how Magliner magnesium 

dock boards can cut loading costs in your 

operation. Write for Bulletin DB-204. 
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‘elit hiner Te ae ee fe sis | Charts and statistics are valid business tools—but tn the 
—— a ) | end it still takes a seasoned executive to weigh the prob- 


MAGNESIUM lem, make the right decision, and act This month's 
cover artist: Robert Hallock 
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Magliner Dock -and- Ramp co 

services high-floor trailers. Allows greater 
rIS€ ... longer slope . < safer loading. DuN’s REVIEW AND MODERN INDUSTRY. November 
Dock board may be used independently. 1957, Vol. 70, No. 5. Published monthly by Dun & 


e Tire-Saver safety curbs—prevent truck run- Bradstreet Publications Corp., J. Wilson Newman, Presi- 
dent. Publication Office: 300 West Adams St.. Chicago, 


offs and stop power truck tire damage. An ex- ; “s ; 
clusive Magliner feature.* , £ Ill. Editorial, Advertising, and Subscription Offices: 99 
TN B Church St... New York 8, N. Y., Entered as second 

e Beveled edges—avoid hazardous load jar, meneame ee. e class matter at the Post Office. Chicago, III. 
eliminate equipment damage and load loss. x Address all correspondence to the New York office. 
e Rugged, permanently attached understructure. s\ t Subscription: $5 a year in USA and Possessions, and 
Fits snugly between dock and carrier—pro- : Canada. ee $10. Single ii 75 yond Please 

; y : state title and employing company when subscribing. 
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SEND YOUR NAME AND ADDRESS FOR A Multi-Station volume loading ? Magliner Index. in the Public Affairs Information Service, and 
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LARGEST COMPANY OF ITS KIND IN THE WORLD 


How Convair stops Dermatitis before it starts 


A simple safety precaution is preventing dermatitis at the huge $71,000,000 aircraft 
plant of Convair at Fort Worth, Texas. SAFETY ENGINEER S. A. GROSS 
(above) tells employees how to protect their hands against outbreaks of 
dermatitis with West Protective Cream +311. They cooperate — with their own 
well-being in mind. The result has been a reduction in the incidence of dermatitis 
to almost nil. 


Would similar results interest you? Send the coupon, 


WEST DISINFECTING COMPANY, 42-16 West Street, Long Island City 1, N. Y. 
Branches in principal cities * In Canada: 5621-23 Casgrain Ave., Montreal 
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[] Please send your 24 page booklet ‘‘The Control of Dermatitis in Industry.” 
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|} Please have a West representative telephone for an appointment. 





Mail this coupon with your letterhead to Dept. 1 
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New light-duty Apache—Series 31 pickup New Step-Van—One of three new Forward Control models in Apache Series 


NEW 1958 CHEVROLET TRUCKS WITH 


Just look at all they offer 

that's new and better... and 
you'll see why these new Chevies 
are the fleetest, sturdiest, 
handsomest dollar-savers yet! 
Meet Chevrolet for '58! 


THREE NEW MODEL LINEUPS! 


It’s the biggest, most versatile Task-Force fleet yet 
—with an appetite for work to match! Every 
model sports fresh, broad-shouldered styling. And 
there’s new hard-pulling power in every weight 
class, too—from the handy, handsome pickups to 
strapping tandems with GCW ratings all the way 
up to 50,000 lbs. 

Just name your job. Your Chevrolet dealer will 
gladly name the new Apache, Viking or Spartan 
model to do it faster, easier and more economically 
than any other truck on the road! 


NEW LIGHT-DUTY APACHES 


Nifty, thrifty Apaches—built to outwork anything 
in their weight class—offer three completely new 


SEE THE LATEST EDITIONS OF THE ‘‘BIG WHEEL” IN TRUCKS— 
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New heavy-duty 


NEW HUSTLE! NEW MUSCLE! NEW STYLE! 


Step-Vans equipped with walk-in bodies. The 
expanded lineup also includes high-capacity panels, 
pickups and four-wheel drive trucks—with a model 
tailored to take on your most troublesome delivery 
chores. ‘There’s new pep and power in any engine 
you pick, too—whether it’s a 6 famous for economy 
or a short-stroke high-compression V8. 


NEW MEDIUM-DUTY VIKINGS 


Hardy, hard-working Vikings roll in with nine 
brand-new models, offering new cab-to-rear-axle 
dimensions for improved semi-trailer, dump, stake 
and van-type operations. Options available on these 
and most other new models boost GVW ratings all 
the way to 21,000 lbs.—as high as many competi- 
tive heavyweights. Yet you get traditional Chevro- 


1958 CHEVROLET TASK-FORCE TRUCKS! 
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Spartan—Series 90, L.C.F. model 


eS 





aes 


Anane . A ee 


New medium-duty Viking—Series 60 cab and chassis 





let economy from high-compression engines that 
include the industry’s most popular 6’s and V8’s 
packing up to 175 h.p. 


NEW HEAVY-DUTY SPARTANS 


The robust Spartans make hauling history with the 
most revolutionary truck engine in decades—the 
Workmaster V8 with Wedge-Head design. The 
combustion chambers are in the cylinder block! 
Featured in Series 90 and 100 heavyweights, this 
230-h.p. engine achieves a new high in efficiency. 
There’s also an 18,000-lb. rear axle to go with it, 
an optional high-tonnage 9,000-lb. front axle and 
cast-spoke wheels on every model. Look over ‘T'ask- 
Force 58 at your Chevrolet dealer’s. . . . Chevrolet 
Division of General Motors, Detroit 2, Michigan. 








How togetmore = pwn 
working minutes per hour! *"“%° 


@ An executive who was going trout 
fishing tor the first time had equipped 
himself with the best of everything— 
rods, flies, line, bait, waders up to his 
eatine se un rts cei a -_ no cap 
| on how to lure the rainbow and the 

ee Pa - AT 4 O'CLOCK , on speckled brown fighters of the eddies 
TODAY, SIR! and white water. Hours later, coming 

out of the stream with wet under- 
wear, no fish, and a bad disposition, 





WHEN WILL THE 


he met a friend who consoled him: 
“The trouble with vou, Bill, is vou re 
too well organized.” That is the 
theme of Carl Heyel's article in this 
issue. He asks management bluntly: 
“Are you over-organized?” Or, to 
change the metaphor trom fishing to 
baseball, “Do you have too much 
wind-up and not enough delivery?” 





There’s no need for personnel kept open for outside calls; 
to waste valuable time walking roving employees are located ogee nage" 
: . a , ‘oe ity’ another term for “passing the 
back and forth for information immediately! Production is in- ye 3 > nT. 
A ton With E J buck” by top management? Next 
and instructions. it xecu- creased, costs are cut. month Louis A. Allen, whose article 
tone Intercom they Just push a Installations in every type of “What Puts Them Out Ahead?” was 
button and talk —instantly! business and organization prove | a feature of our July issue, will point 
Walking time becomes work- that Executone pays for itself out some of the pitfalls in decentrali- 
ing time. Telephone lines are many times over! zation—and show that in some cases 
it has resulted only in a loss of top 
management control. To tip Mr. Al- 
PLUS “BUILT-IN” COURTESY! lens hand with a phrase: “Decentral- 
: ; ization of responsibility is often con- 
wenmenewn Seay ane rene y ee fused with geographical dispersion.” 
interrupts. Its Chime-Matic® signalling ai 
announces calls by soft chime and signal 
light! Mail coupon below and find out 
how courteous Executone pays for itself . 
in more working minutes per hour! good motto for the newer and mid- 
dle-size companies, where tight con- 
trols are identified with profitable 


e Is “decentralization of responsibil- 


The dangers of generalization are ob- 
vious, but “the shorter the leash the 
stronger the grip” often remains a 


management. 


@ Now that Uncle Ivan has a yo-yo 
spinning around the earth that he 
INTERCOM AND SOUND SYSTEMS would like to own and operate on 
his own economic, political, and re- 
ligious terms—and Uncle Sam is a bit 
chagrined that wishful thinking 
didn't make him first on this extra- 
terrestrial adventure—it seems like 
time to have a look at the economic 
resources of the two powers that di- 
vide the political responsibility tor 
world peace and earthly survival. In 
the December issue of DR&MI, Dr. 
Harry Schwartz, an eminent author- 
ity on Russia’s economic resources. 


sided adiadiataeelt Te ce eee a ee ee ee oan rn 
EXECUTONE, Inc., Dept. D-3,415 Lexington Ave., New York 17, N. Y. 
It sounds interesting. Send me the following— 
at no cost or obligation: 
“Talk Lines”’—Case 
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Each Semce Conveyor is built in our own 
| f ‘ 

~ ~ % 4 - , ae 36 \ ~~ inl tel 

plant by experienced factory mechanics 
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under the close supe 
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vision of our Engineer- 





ing Department. 
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+ CT A factory-trained crew installs and test-runs 
. mm? , 
<s each SSersce Conveyor System. They work 


= =z£ as a team to hold down-time and production 
= “2s =" delays to a minimum. 
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7766 BRYDEN AVENUE. . . DETROIT 10, MICHIGAN 








ESTABLISHED 
1925 — Serving the Automotive, Foundry, Rubber and Metal Working Industries 


NOVEMBER 1957 7 








will spell out the competitive posi- 
tion of the U.S.S.R. and the U.S.A. 
in terms of industry capacity, and 
productivity. Dr. Schwartz’s article 
The trail is will be amplified with charts and sta- 

= tistics that are clear in inference and 
dramatic in impact. He speaks with 
siete first-hand knowledge of his subject, 
well-marked ie > since he is not only an economist and 
a journalist but a linguist who can 
talk to the Russians in their own lan- 


o1wWace 
guage. 











for 

e A wit recently said, “Men are inter- 

setiniian reagent a ger _ ee 
a mie | ie ae oO spend most oO ieilr lives ere 

aler t designers mn me oie iP The aa ment should perhaps not be 

ae AE ' taken at tace value, since nobody 

ever realized that ambition. The fu- 


and gar er vs ture is only the carrot dangling on 
2 : A? ’ a" j : e a 





the stick to lure us onward. It is 
only by reverie that we live in the 
| nig pi ast, and by im: igination that we 

manutacturers ye reach into the future, and it is the ex- 
perience of the past and the hopes of 
; the future that make the present en- 
ulus durable. This is the season of the 

who seek , nemnainitine een year when the prophe ts wipe off the 
MERE p ag: — crystal ball, examine the bands on the 
| woolly bear caterpillars, and dust off 
ae :) _ “a the statistics to get a peek at the fu- 

the help of a, ah) | ture of weather, volitics, and _ busi- 
| ness. We at DR&ML are no exception. 
panini artis seated” A feature of our December issue will 

quality be an authoritative, hot-off-the-grid- 
¥ ; dle report on business men's expecta- 

tions for 1958 by our specialists on 
the business conditions staff. “Busi- 


phenolic } EE nt a om ness Men’s Expectations’ is a compi- 


lation of opinions of some _ 1,400 

nN (i) ames manufacturers, wholesalers, and re- 

ldi ("y i} | . tailers, as expressed in interviews 

M0 ing a | ee with Dun & BRADSTREET reporters. 

‘ |) | It is a continuing quarterly survey 

that has been conducted for the past 
eight years. 
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compounds 
e Giant labor is beginning to learn 
that it is an integral part of big busi- 
ness, even to the extent of sharing 
% : bios some of the problems of manage- 
a oS ment. With the accumulation of pen- 
oe _ > sion funds and other cash assets, labor 
PLENCO ‘ Cr oF he ~_ must invest in revenue-providing 
me hs 2 i securities—common _ stocks among 
sg i them. The profit on industrial stock 
depends on good management, and 


PLASTICS | {iF good management of a plant requires 
ENGINEERING \A ie a high level of productivity. That's 


4 sap aad where the cycle ends and the em- 
COMPANY : ai | barrassment begins. It can be tough 
on the union officer entrusted with 
an investment responsibility if he has 


serving the plastics industry in the manufacture of 
high grade phenolic molding compounds, industrial resins and coating resins. to consider the cost of featherbedding 
and restricted production. —A.MSS. 


Sheboygan, Wisconsin 
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1/10 THE FLOOR SPACE. The 
complete Transac $-2000 sys- 
tem will fit into a 20’ x 20’ 
floor space. A tremendous 
economic advantage where 
Space is at a premium, 


Cor pare! 





MOVEABLE. Transac S-2000 
can be easily moved from 
place-to-place if you find it 
necessary to relocate. 


At Philco, career opportunities are unlimited in computer, electronic and mechanical engineering, systems analysis, 


PHILCO. ° 
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Here 


Cor pare ! 





LESS THAN 1/10 THE WEIGHT. 


Transac actually weighs less 
than a comparable area of 
filing cabinets. 


Cor paxz-e ! 





NO EXPENSIVE SITE PREPARA- 
TION. No special reinforcing 
or ducting of floors, instal- 
lation of power lines, etc., 
are necessary for quick in- 
stallation or relocation of 
Transac $-2000. 


processing 
Iransac 1s meeting the modern challenge tor taster. smaller and more 


system 
reliable large-scale data processing 


consider the many outstanding idvant ages of the new Transac S-2000 
before 


overnment & 
PHILADELPHIA 44, 








PHILCO Zranscc’ 


ALL-TRANSISTOR Spysehe tone “BRAIN” 








world’s first and only large-scale. all-transistor data 


im ¢ 


lecideé on an y large scale dat: 





1/10 THE POWER CONSUMP- 
TION. All transistor circuitry 
operates on 7-10 kilowatts as 
opposed ae the TQ) LO’ kilo- 
a oo . ‘ Li Pa ‘ w 2a’ 
watts required ul 
Transac §$-2000 
plugs into conventional 


110V outlets. 


tube sysrems 


L 


Cor pare 





NO COSTLY AIR CONDITION- 
ING. Transistors generate 
practically no heat. Transac 
S-2000 needs little air condt- 
tioning as compared to the 
40 tons or more required by 
vacuum tube systems. 


PENNSYLVANIA 


*'Transac’’—Trademark of Phtlco Corporation for Tranststor Automatic Computer 


SyYStems 


Industrial 


cnsudanalaa In Capacity pone pertormance 


Philco Invites you to 


i processing system. 





MULTI-MILLION HOUR TRAN- 
SISTOR RELIABILITY. Com- 
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GET ALL THE FACTS. Please 


write for illustrated brochure 


describing the 


Transac S-2000 system 


oa 


nodern Philco 


programming, Saies representation, 
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13 150 miles 

















Santa Fe will gladly prepare a 
custom survey to help you choose 
the best location for your plant in 
this territory 
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of Plant Site Facts 


When you’re considering a plant site or 
warehouse in the territory shown on this 
map, you want to get all the facts. 


Well, we have them. We make it our 
business to know practically everything 
about every desirable site on Santa Fe’s 
13,150 miles of mainline track . . . about 
sites situated within already-organized in- 
dustrial districts, sites in open country, 
and sites in big cities, small towns and 
rural areas. 


And for any of these sites, we can give 
you accurate statistical information about 
housing, labor supply, schools, taxes, wa- 
ter, electricity and power, sewers, raw 
materials, markets, wage scales, pollution, 
fuel, transportation and hundreds of other 
vital questions. 


Facts up to the Minute 


All these facts, moreover, are right up 
to the minute, since our Industrial Devel- 
opment Department keeps in constant 
touch with local and state governmental 
authorities, as well as chambers of com- 
merce and other local sources of informa- 
tion throughout the Santa Fe System. 


As a result, we have most of the an- 
swers before you ask the questions. But if 
there’s something we don’t know, we find 
it out for you. We would be glad to as- 
sist you with your preliminary planning 
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for plant and trackage to give you maxi- 
mum utilization of your choice site. 


This information, and the services of 
our Industrial Development Department 
are yours without obligation on your part. 
(And of course—very important —abso- 
lutely confidential.) 


Why? It’s a matter of business: if you 
decide to move into our 12-state area, we 
want to haul your freight. What’s more, 
if you make the move, we think you'll 
want us to haul it. For Santa Fe’s 13,150 
miles of track—under one management all 
the way—connects you swiftly with the 
nation’s biggest markets. 


Custom Survey 


So if you’re casting an eye ona plant site or 
warehouse in the growing Southwest, just 
ask us to prepare a custom survey for you 
—a survey that will give you a// the facts, 
tailored specifically to your industry, your 
company, your requirements. 


If you can give us specific or general 
information about your requirements, it 
will expedite handling. 


Phone your nearest Santa Fe represent- 
ative or contact us direct. 
industrial Development Department 
Santa Fe Railway 


80 E. Jackson Boulevard 
Chicago 4, Illinois 





NEW WAY TO UPGRADE YOUR PRODUCTS: VINYL COATINGS 





This lustrous vinyl-coated 
rack resists the scalding 

water and detergents of 
automatic dishwashing, , ae, 7 } 
prevents clattering and : : 
chipping of delicate china. 


° *!_ 
f« Veg ON ne e, 
i Lo Pees he ; A! O's 
BAAS AAAI IAAT AA» XY’ PIAA 
ba BR OR ‘ PORE 
; AAA RX Xy'y' Toe, AY’ AX YY’ JOO Y YOO YAS 
AAO AA AX AX YS ARK Y' Sees 3 ¢,’ 
nnn AX XX y XY VVAXY YOY VOY AY 09 94,') 
‘¢ ) ‘ , A) OX) AD 3 
mx vehi! OK Ry $ +9" Y wv YY WAGE 


Nee ee 





eat eae holes 
!  mmmaniinied EE Coe 


we ee 


For bassinets, metal 
For soft, colorful seating... play pens, children’s 
for table tops... furniture... 


For leather-like 
stair-well filler, 
protective 
screening... 





Legume rp KAXXXVY YY 
MOOXXXX KYA 
BA BOSON « 
AM 2 
. aX 
For premium slip-proof ; oA + BX 
garment hangers and sox 1 VAG 
stretchers that won't ; VORA 
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rust or tear... WY 
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Colorful, leathery coatings 
for wire and expanded steel 


Tough leather-like coatings of vinyl acteristics of the final coating are Monsanto manufactures a wide 
can create profitable new markets determined by the formulation. After variety of plasticizers and Opalon® 
for you with wire and expanded steel spray or dip application, a short heat resins for formulators of these 
products. Colorful coatings up to cure “sets” the resin and perma- high-quality vinyl dispersions. 

1 16" (60 mils) thick can be de- nently bonds it to the metal. 

posited on heavy wire, rod stock, 

or expanded steel in one dip. Or by Write for sources of vinyl in liquid 

spraying iW On. form for coating metal, glass, or 

You can make the elastomeric coat- wood. Get a head start on investl- 

ings soft and rubbery—or as hard gating the new, profitable ways to 

as tire casing. Make the finishes use wire and expanded steel—vinyl ONSANTO 
glossy, matte, or even crinkled. And eoated for resilience, color and : | 

in any color you choose. The char- premium appearance. Write today! 


Organic Caemicals Division 
MONSANTO CHEMICAL COMPANY 
Dept. DRSP-1, St. Louis 1, Missouri Where Creative Chemistry Works Wonders for You 
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WASHINGTON, D.C. Official quar- 
ters here seem to teel that a percep- 
tible change in the over-all business 
outlook has been taking place. \ 
month ago, reports reaching Wash- 
ington reflected persisting disquiet 
over the health of the national econ- 
omy, and statistics suggested that 
business activity was indeed slowing 
down. But recent returns have told 
a more encouraging story on con- 
sumer expenditures, employment lev- 
els, and the agricultural outlook. All 
this has been heartening to Govern- 
ment experts who have refused to 
regard the earlier developments as 
particularly ominous. 

In fact, none of the bearish senti- 
ment cropping up in various quar- 
ters is shared by Administration of- 
ficials. They feel that their efforts 
to check inflation are taking hold 
and that a more stable situation is 
in prospect. They realize that inter- 
est rates, limitations on public works. 
cutbacks in defense spending, and 
other anti-inflation measures have an 
unequal impact and do curtail some 
activities. But they feel that the 
benefits greatly outweigh the dam- 
and that 
ward stability is being made. 

Officials see no reason why 1958 


as good a_ business 


age decided progress to- 


should not be 
vear as 1957. They expect the de- 
clines in Government and_ capital 
goods spending to continue, but be- 
lieve they will be offset largely by 
consumer buying. 


As a result of the International 
Monetary Fund meetings in Wash- 
ington, financial leaders from 64 
countries have returned to. their 
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homes determined to take additional 
steps to retard inflation. It now is 
that 
use drastic measures to pay tor past 
and the 
imports is ex- 


realized most countries must 


economic excesses. result- 
ant curtailment of 
pected to cause some decline in 
U.S. exports. 

Reaffirmation in the most positive 
terms that the pound sterling will 
not be devalued has had a stabilizing 
effect on the payments problem, as 
did the German pledge that no up- 
ward revaluing of the mark is being 
contemplated. Germany does not 
want its strong creditor position to 
put undue strain on Europes mone- 


tary structure. 


Prewar census estimates of future 
. population increases missed the 
mark badly. The upsurge in popula- 
tion growth is being called “an eco- 
nomic chain reaction second to 
none. In 1946, it is said, there was 
“an unprecedented rush from a state 
ot war to a state ofl matrimony. 
1947 there has been an in- 


crease of 19 per cent in the popula- 


Since 


tion and 27 per cent in the number 


of households. Household formation 
declined last year, and housing starts 
declined with it. But the high birth 
1945 and 1950 makes 
a strong upturn in household forma- 
tion probable in the 1960's. 


rate between 


Many of the suggestions made at 
the President’s Conterence on Small 
Business are expected to be em- 
bodied in the State of the Union 
message, which will be presented to 
the new session of Congress shortly 
after it meets in January. 


As President Eisenhower advised 
in calling the meeting. spec ial atten 
tion was given to the need tor more 
research. It was pointed out that 
cent of the 
companies come from products that 


did not exist before World War II 


The 996 delegates, each of whom 


50 per sales of many 


paid $25 to attend. were a cross 


section of the business communit\ 
Reterence to big COMPalles lS the 
“big bad wolves of business” was 
characterized as the excuse of “the 
Incompetent and special pleadet 


and subsidizing incompetence — in 
either management or labor was de 

nounced. The fact that there is now 
One business tor each 453 peopl Il} 
the population was cited as evidence 


that 
squeezed too badly. 


small business has not been 

Two parts of a three-section Fed 
eral Reserve report on small business 
which will cover among other 
things the lending policies vovern 
ing small business credit—will also 
go to Congress early in Januar\ 
Part 3, outlining the experiences of 
until 


later. since unincorporated business 


borrowers, will not be ready 
concerns greatly outnumber the in 


corporated and are  dithcult to 


sample. 


The Department of Labor calcu 
lates that gross national product will 
increase by 30 per cent by 1965. and 
that 10 million more workers will be 
needed by that vear. 

\ more highly skilled labor force 
will also be necessary. lobs for la- 
borers and farm workers will de- 
and there will be a 


cline, creater 


continued on page 16 
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How BAKELITE Plastics do many jobs to 


Help communications 


A lot of jack boards in t le phone 
\ h + i molded ot phenolic 
most 


headsets and 
in | 


PhOTWIES and othe es, 
id cables cove 


and 


vinyl plastic 
going through summer 

Because ot 
we ight, longer 
poles ile possibl 
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It’s easy to get the connection when electronic equipment is built 
with printed circuits. They make the “wiring” simple and compact, 


a big help in reducing size. Their base is a laminate of phenolic or 







epoxy resin. Acid-bath etching and the heat of dip-soldering don’t 






hurt it. Other wiring is insulated and color-coded with polve thvlen 






or vinyl plastic. Radio cabinets and cases are molded from phenolics 





~ 


or colortul stvrenes, while phonograph records of vinyl reproduce 






with superb fidelity and are practically unbre akable. 











Communications under the sea travel across the 
ocean floor through cables insulated with 
BAKELITE Brand Polyethylene. Moisture pene- 


trating anywhere along the way could wreck 








transmission. Polvethylene shuts it out com- 
plete lv. Polvethvlene’s toughness and fle xibility 


also prove valuable prope rties while Ocean Ca- 








bles are being unreeled and laid. 



















-_ Traveling companion to executives, the SoundScribe 
Ss ace ana ti rmri€é "200" has an exterior finish that Cuil kerio k il iit 
: and still look good. It’s an organosol coating based 


on BAKELITE Vinvl Resin—a tough. heavv-textured 


~~ 


. . coating that gives the case a leatherv effect. Textured 

By wire, through the air, or as the written word, communication organosol coatings are being applied 
PilliOSOl i); es } ( 1) I v’ ‘ yp io? t() pro \ 
today relies heavily on the useful properties of plastics. ranging trom automobile dashboards to swivel-chair 


base ys Phe V re mist one | the coatings m cle ray | 


~ 


. :; , : ; BAKELIVE Resin. Phenolics, stvrenes. epoxies 
As the science of communications grows, it draws society closer together. | ACS, les, and 
; = polvethvlen S are iulso the bases tor coatings and 


To perform this mission. it constantly seeks the aid of new materials. And niches of all kinds 


since progress in plastics has matched progress in communications, plas- 
A LEADER IN THE WORLD 


OF PLASTICS... 


tics have become more and more essential to the task. 

Plastics have superior insulating properties. Plastics have durability. 
Plastics can make things lighter, as well as stronger. Plastics have dimen- oi | A ~~ ee i i T 
sional stability and chemical resistance. Plastics provide color. In fact, suede 
there is an almost unlimited variety of useful properties in the hundreds PLASTICS 


of plastics produced by Bakelite Company, and they are serving practi- 





cally every industry vou can think of. 


If vour product calls for a plastic, this One convenient SOUTCEeE enables Si Site). 
you to select from phenolics, vinyls, stvrenes, impact stvrenes, silicones, 


epoxies, and polyethylenes. And you can call on 47 vears of Bakelite CARBIDE 


Company experience in the plastics field for guidance in finding the best 





material for your needs. 


BAKELITE COMPANY, Division of Union Carbide Corporation, 30 Fast 42nd Street, New York 17, N. Y. 


The terms BAKELITE and UNION Cars: are registered trade-marks of UCC, 








Research is easier 
with the Dictaphone Time-Master and Dictabelt Record 


EASIEST way to dig for facts: make unbreakable, mailable as letters. 
“talking notes” with the Dictaphone Recording ts visible so you can’t lose 
TIME-MASTER dictating machine. your place . . . permanent, so dictation 

thing's true of all paper work. can't be changed. 

the mike—think out loud. In- Call your local Dictaphone office for 
stantly, work's off your mind—and on a TIME-MASTER demonstration, or 
Dictaphone’s exclusive DICTABELT rec- write Dictaphone, Dept. B, 420 Lexing- 
ord. DICTABELTS are flexible, filable, ton Ave., New York 17, N. Y. 


7 


tbelt record main 
e Dictaphone 
isl far outsells all 


diciaiing miachnires. 


DICTAPHONIE corrorsrion 


Service you can depend on the worid around 

















need for engineering and _ scientific 
personnel, teachers, doctors, and 
clerical, sales, skilled, and = semi- 
skilled workers. 

Even now, the Department. re- 
ports, more and more employers are 
reluctant to take on a beginner who 
has not had at least a high school 
education, and many jobs are open 
only to those who have had college 
training. Postgraduate work is a pre- 
requisite in a small but increasing 
number of cases. 

In addition, some skills are be- 
coming obsolete with changes in 
technology. Morse telegraphers are 
among those hit by this trend. 

\ larger number of women in the 
workforce is also foreseen as greater 
use of machinery reduces the need 
tor physical strength. They will, it 
is estimated, make up more than half 
the 10 million new jobholders. 


A Federal Reserve study of accel- 
erated amortization has led to the 
suggestion that it might be employed 
as a counter-cyclical measure in 
periods of recession. Since the study 
shows that fast amortization tends 
to feed a boom during a period of 
intense utilization of resources, it 
is thought that permitting companies 
to recover capital expenditures 
sooner could well stimulate those 
expenditures during a_ period of 
contraction. 


Sixteen Federal and local agencies 
are cooperating in a monumental 
economic survey covering 48 coun- 
ties in the basin of the Delaware 
river. The objective is to estimate 
how much industrial growth the re- 
sources of the region can support. 
Completion date is set for June 30, 
1958. 

This study probably will be the 
forerunner of a similar report in 
California 


Missiles have taken on an econom- 
ic importance that has led to requests 
that thev be shown as a separate 
item on the industrial production 
index. They are now included in the 
aircraft category. 


Industry 
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(STE NORETTE See next page) 


faster office operation! 


300,000 NOW IN USE THROUGHOUT THE WORLD 


Executives everywhere prefer the Stenorette to any other on % ; +45 .. s fh YN 
dictating machine regardless of price. And no wonder! : . 
Stenorette gives you all the features of units costing twice DeJUR-AMSCO CORPORATION, Dept.D, 45-01 Northern Blvd., 
as much-—and other advantages (automatic error erasure. es eo 

| . Long Island City 1, N. Y. 
dual function as dictator and transcriber, re-usable tape, 
and many more) you can’t get elsewhere at any price. 
COMPLETELY PORTABLE: Weight 11 lbs., 10 oz. Goes where 
you go. Just plug it in—at home, in office, even in a moving 


car. It’s always ready when you are. PUSH-BUTTON CONTROL: 
4 ) _" ~ 4" y 7 
Easiest machine for you and your secretary too! PLEASE PRINT 


Please rush, without obligation, a copy of your FREE BROCHURE 
explaining how the Stenorette can make my office work go faster 
more efficiently, and more accurately. 


Company aetna 
(If you are interested for personal use, ignore this line) 


Address 


SEND THIS AIRMAIL CARD 
FOR FREE BROCHURE TODAY 


Individual 
No postage required. Please send no money. 


City 


(Turn the page for more exciting details.) Title__ 


Send me name of nearest Stenorette Sales/Service Center. 
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FO A A A RE ie hance ai 
How often have you seen a price in an ad for a com- 
plete dictating machine? Probably never. In fact, other 
manufacturers, realizing that their prices are so high, 
leave out all mention of purchase price or suggest 
that you can rent their machines. But you can own 
your Stenorette—because this electronic miracle sells 
for half the price of comparable major dictating ma- 
chines. /t even costs less than a standard office type- 


writer! That’s why every office—even the smallest 


ean afford a Stenorette. 


Yours for only 


Transcribing accesso 














DICTATE AND TRANSCRIBE WITH ONE MACHINE! 
A single Stenorette does it all. Just plug in the 
sensitive “mike” and dictate. Transcribing acces 
sories (listening device and choice of footpedal 
or typewriter control) designed for the conven- 
ience and comfort of secretaries are used with the 
same machine. 


COSTS LESS. ..ACTUALLY DOES MORE! Despite its 
amazingly low price, the world-famous Stenorette 
does everything the highest-priced units do—and 
more! It gives you every control, every time- 
saving convenience you can think of. And, because 
it’s the most modern of all dictating machines, 
it’s the easiest, simplest, fastest of all to use. 
Imagine! You dictate onto revolutionary mag- 
netic tape—the finest medium for recording the 
human voice. And you erase errors automatically ! 
Just re-record over the words to be corrected 
You can dictate continuously for 30 whole min- 
utes. You never have to worry about the expensive 
resurfacing and/or replacement needed for old 
fashioned belts, discs, and cylinders. And 


‘al Excise Tax not included. 


Stenorette’s foolproof PUSH-BUTTON CON- 
TROLS make every step automatic. 


REALLY PORTABLE... WORKS ANYWHERE! The amazing 
Stenorette weighs only 11 pounds, 10 ounces, 
takes no more desk space than your briefcase. 
It’s the only dictating machine that even oper- 
ates perfectly in a moving car! (There’s no 
“needle.”) Take it with you to important busi- 
ness meetings; Stenorette’s exclusive “Confer- 
nce” setting lets you record as many voices as 
you wish. A simple attachment lets you record 
telephone calls, too. 














REMOTE-CONTROL ERASER! Make changes without 
touching the machine. Relax in your chair, press 
the button on the “mike,” listen to your last 
words—and record the correct words right over 
the error. 


USE THE SAME TAPE OVER AND OVER AGAIN! Dictate 
for a full 30 minutes. Transcribe. Start again 
with the same tape if you wish. Stenorette is as 
economical to use as to buy. 


CHOICE OF TRANSCRIBING ACCESSORIES. Double or 


FIRST CLASS 
PERMIT £1565 
SEC.34.9,P.1. & R 
L.'. C.. N.Y 
_ 


Via Air Mail 











BUSINESS 





REPLY 


No postage stamp necessary if mailed in the United States 


CARD 








5¢ postage will be paid by— 


DeJUR-Amsco Corporation 


single earpieces. Playback control with bar on 
typewriter or pedal under desk. 


WORLD'S EASIEST TRANSCRIBING. Tens of thousands 
of secretaries operated their Stenorettes flawless- 
ly within five minutes after they first tried it 
And they all love the clear, restful Stenorette 
natural pleasant “playback” essential for cor- 
rectly typed transcription. 

FOOLPROOF INDEXING! Typist knows exactly where 


to start listening, where to enter changes re- 
corded separately, etc. 





y 


S 


MOST SENSITIVE DICTATING MICROPHONE. Another 
Stenorette exclusive. Shout or whisper—hold the 
microphone wherever you wish. Your voice will 
play back clearly at its natural level. 


NATIONWIDE SALES SERVICE. Hundreds of office 
managers and purchasing agents (firm names on 
request) have purchased scores, even hundreds 
of Stenorettes for their firms. This is ample evi- 
dence of their confidence in DeJUR-Grundig’s 
nationwide network of factory-trained Sales/ 
Service Centers. There’s one near you. 











How the Stenorette helps you 
“‘talk”’ paper work away 


Your free copy of this new illustrated book tells 
and shows you how to do more really productive 
work in less time with the DeJUR-Grundig 
Stenorette. 


TEAR OUT AND MAIL THIS 


45-01 Northern Bivd. 


Long Island City 1, N. Y. 


CARD FOR YOUR FREE COPY 


Quantities are limited, so get your request 
into the mail now 


(See reverse side for more information) 
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NUMBER OF FAILURES 
BY MONTHS 


FOUR TIMES THIS YEAR FAILURES | 

HAVE EXCEEDED PREWAR 1940 

LEVEL —— FEBRUARY AND MARCH, | 
AUGUST AND SEPTEMBER 





} | | j 
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FAILURES: rhe Casualty Rate Rises 


BUSINESS FALLURES, although 
they dipped 6 per cent below August 
In September exceeded those of any 
September since 1933. Numbering 
L071, they were 15 per cent heavier 
than in September ot 1956. the sharp- 
est rise over | levels since 
last April. In the first nine months of 
1957, a total of 10,364 
failed—9 per cent more than in the 
first three quarters of 1956. 

The failure rate, seasonally adjust- 


year-ago 


businesses 


ed in Dun’s Failure Index, continued 
upward to a new postwar high of 59 
per 10,000 concerns listed in the Dun 
& Bradstreet Reference Book. In Sep- 
tember 1956, casualties were occur- 
ring at the rate of 51 per 10,000. In 
prewar September 1940, however, 
the rate was more severe—-65 per 10,- 
000 listed enterprises. 

Dollar liabilities, ending a four- 
month decline, edged up 4 per cent 
over August, to 45.4 million. The in- 
crease was concentrated in failures 
involving losses above $100,000. Cas- 
ualties in all smaller size groups were 
less numerous than in August. More 
concerns succumbed than last year 
in all liability classes, but those with 
losses under $5,000 suffered the great- 
est rise. 

Manufacturing and retailing ac- 
counted principally for the August- 
to-September decline. In fact, fewer 
retail stores failed than in any other 
month this year. There was a marked 
drop in the general merchandise 
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trade, furniture, and eating and 
drinking places. But casualties in the 
appliance and automotive lines re- 
mained close to the high levels of the 
previous month. Among manutactur- 
eys, the failure picture was brighter 
in the textiles and apparel industry, 
where the total was the lowest in two 
vears. and in the chemical and leather 
industries. On the other hand. casu- 
lumber and furniture 


alties among 


manutacturers remained = relativels 
high, and the number in the food 


industry climbed to a nineteen-month 


high. 


More businesses died than a year 
ago in all industry and trade groups. 
Manufacturing and service casualties 


THE FAILURE RECORD 
Sept Aug Sept 
1957 1957 1956 (Chg ’ 
DuUN’sS FAILURE INDEX* 
Unadjusted 50.5 48.1 44.2 +14 
Adjusted, seasonally. 58.7 $3.4 51.4 +14 
NUMBER OF FAILURES... 1071 1145 932 +-15 
NUMBER BY SIZE AND Dest 
Under $5,000. . ; 159 163 127 +25 
$5.000—$25.000 . §29 S65 487 +9 
$25,000-—-$100,000. .. 296 342? 945 +21 
Over $100,000 aac R7 75 73 L419 
NUMBER BY INDUSTRY 
GROUPS 
Manufacturing... 182 204 140 +30 
Wholesale Trade.... 96 97 85 +13 
Retail Trade ee $35 S88 489 +-Y 
Construction. . :; 164 165 146 +12 
Commercial Service. Y4 9) 72 +3] 


(LIABILITIES in thousands) 
CURRENT... .$45,420 $43,514 $39,313 +16 
Toral . 45.463 43,810 39,820 +14 
*Apparent annual tailures per 10,000 enterprises 
listed in the Dun & Bradstreet Re‘erence Book. 
tPer cent change, September 1957 from Septenfber 
1956. 


In this record, a ‘“‘failure’’ occurs when a concern Is 
involved in a court proceeding or in a voluntary action 
likely to end in loss to creditors. ‘“Current liabilities” 
here include obligations held by banks, officers, affili- 
ated and supply companies, or the governments; they 
do not include long-term publicly held obligations. 





| OUTPERFORMS 

and Out Values 

all lift trucks 

| initsclass © 
; Regardless of Price! 




















PRICE 


$99750 


“WEINVITE 
COMPARISON” 





1500 lbs 


LOAD 
CAPACITY 
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ENGINEERED YEARS AHEAD 





e Complete bearing control throughout 


e Synchronized 12-volt heavy duty system 
« Feather-controlled stops 


e Equipped with automatic charger and heavy duty 
industrial battery 


e Self-aligning dual floor brakes 


OPERATES IN 28 AISLES 


APPLICATIONS 


e Hydraulic loading, unloading, stacking, moving, 
ony type of material...in large or small plants 


MORE THAN 40 BIG JOE MODELS 
e Range up to 2000 Ibs. capacity 
e Lifting heights to 130" 

NEW 24-PAGE CATALOG 


In-Between Handling is our business! 
Write for our new 24-page catalog 


THROUGHOUT THE WORLD 





Export Division: 400 West Madison St., Chicago 


BIG JOE 


MANUFACTURING CO. 
Ralph Hines Road 


Wisconsin Delis, Wisc. 





Hydraulic Lift TRUCKS 
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TOM-TOMS 


In Africa, important messages travel by tom-tom. In our 
business world anybody can “beat a drum,” the important 


thing is . . . do people listen and reply ? 


At Reply-O-Letter, we know what it takes to get replies, from 
30 to 40% more than you get from other direct mail. We can 
put on your desk hundreds of hard-hitting letters, drawing far 
more than their share of replies in every field (including your 


own). 


You'll find no limit to your resourcefulness when you tap our 
24 years of know-how in direct mail. Writers and artists are 


placed at your disposal without cost. 


You keep costs down further with economies like our now 
famous one-time addressing operation: addressing of reply 
card, salutation, and reader signature simultaneously. 

Write today for the Reply-O-Letter booklet 

on the 3 R’s of Direct Mail. 


REPLY-O-LETTER 
7 Central Park West 
New York 23, New York 





FAILURES BY DIVISION OF INDUSTRY 


(Current liabilities in Number Liabilities 
millions of dollars) 9 Months 9 Months 
1957 1956 1957 
MINING, MANUFACTURING 1776 1749 152.2 
Mining—Coal, Oil, Misce.... 46 $2 7.6 
Food and Kindred Products 143 ISI 10.0 
Textile Products, Apparel... 364 24.9 
Lumber, Lumber Products... 368 
Paper, Printing, Publishing.. 103 
Chemicals, Allied Products. 48 
Leather, Leather Products. . SO 
Stone, Clay. Glass Products 44 
Iron, Steel and Products.... sO 
Machinery... 182 
Transportation Equipment.. 52 
Miscellaneous. 


SW ON NDARDs 


WHOLESALE TRADE.., 
Food and Farm Products... 
Apparel 
Dry Goods. 
Lumber, Bldg. Mats., Hdwre 
Chemicals and Drugs. 
Motor Vehicles, Equipment. 
Miscellaneous. . : 


rvh— =x 4 OC 


oe 


RETAIL TRAD# .. 5278 4803 
Food and Liquor. . 8 S10 
General Merchandise...... 216 
Apparel and Accessories.... 3 914 
Furniture, Furnishings. 784 S91] 
Lumber, Bldg. Mats., Hdwre 366 282 
Automotive Group. . . 643 S41 
Eating, Drinking Places.... 951* 867 
Drug Stores.... 118* 124 
Miscellaneous. . : car .. 463 458 


S whv~tyv ~J w 


J 


_ 
— 


CONSTRUCTION . . 1S61 1298 
General Bldg. c ontr actors.. 600 485 
Building Subcontractors.... 870 743 
Other Contractors. Terre 9] 70 


—Onhh 


COMMERCIAL SERVICE.... .e«e 822 768 


TOTAL UNITED STATES... 10,364 9.547 469.6 422. 
*Revised. 


Liabilities are rounded to the nearest million; they do 
not necessarily add to totals shown. 


mounted 30 per cent above the previ- 
ous September, while construction 
and wholesaling advanced a moder- 
ate 12 to 13 per cent. Almost three 
times as many concerns failed as last 
year in food manuf: icturing and print- 
ing and publishing. Service failures 
doubled in transportation and busi- 
ness services. Retailing showed the 
smallest rise from last year, because 
apparel failures held steady, and 
food, drug, and general merchandise 
totals declined. 

Regionally, trends between Au- 
gust and September were mixed. Five 
regions reported dips, and four sut- 
fered slight increases. The Middle 
Atlantic States total fell to the lowest 
level in a vear. 

In all regions except the West 
South Central and Mountain States. 
however, more businesses — suc- 
cumbed than in September 1956. 
Casualties in the East South Central 
and New England States climbed 
considerably. 

While failures in the 25 largest 
cities fell to the lowest levels this 
vear, casualties elsewhere in the 
country remained relatively high. 





This report was prepared in the 
Business Economics Department, 
Dun & Brapstreet, INc., by 
Rowena Wyant. 
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The Mark of 
Better Machines. 

















THE SEYBOLD 100” FULL- 

HYDRAULIC MILL SPACER TRIMMER 

MANUFACTURED BY THE HARRIS-SEYBOLD COM- 

PANY IS EQUIPPED WITH CUTLER-HAMMER THREE-STAR 
MOTOR CONTROL AS ORIGINAL CONTROL EQUIPMENT. 


W6 VERTICAL SPINDLE 
DRILLING AND TAPPING 
MACHINE BUILT BY THE 
BAUSH MACHINE TOOL 
COMPANY IS EQUIPPED WITH 
CUTLER-HAMMER THREE-STAR 
MOTOR CONTROL AND OIL- 


TIGHT PUSHBUTTONS. 


THE AMERICAN LAUNDRY MACHINERY CO. USES 
CUTLER-HAMMER THREE-STAR MOTOR CONTROL AS 
ORIGINAL EQUIPMENT FOR THEIR MARTIN DRY 
CLEANING MACHINES. 





e THIS REX SLUDGE COLLECTOR BUILT 
BY THE CHAIN BELT COMPANY IS 
SUPPLIED WITH CUTLER-HAMMER 
MOTOR CONTROL. 


Look to the Stars for Satisfactiou 


Motor control equipment plays an important part 
in the performance and dependability of modern 
machines. None know this better than the ma- 
chinery builders who have won positions of leader- 
ship. Only superior performance can create such 
reputations. 

Experienced machine buyers know this is true 
and they look to motor control as a guide in making 
their selections. They know Cutler-Hammer Three- 
Star Motor Control does much more than provide 
NOVEMBER 1957 


assurance the electrical equipment is trustworthy. 
They know it reveals the standard to which ma- 
chines are designed and built. 

When you buy machinery, note how often 
Cutler-Hammer Three-Star Motor Control is not 
only offered but featured by leading machinery 
builders. Look to the Stars for satisfaction. 
CUTLER-HAMMER, Inc., 1436 St. Paul Avenue, 
Milwaukee 1, Wisconsin. Associate: Canadian 


Cutler-Hammer, Ltd., Toronto. 
19 
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*RD with Round-the 


The whole wide world was its test track! 


For 58 Ford offers vou the world’s new plus new Cruise-O-Matic Drive, you can 
est Heet cars already proved under the get up to 15% better gas mileage. And this 
most demanding conditions imaginable. vear the famed Ford Mileage Maker Six 


The whole wide world. from London to will deliver up to lO% greater economy. 


' y ] ' 2 , ; 

Saigon, from the Alps to the Rockies, And there's so much more that makes 
served as Ford's test track. When this un- the new 58 Ford vour best bet for fleet 
prece dented test trip was completed, the service... improved suspension for better 
58 Ford had demonstrated beyond doubt ride and roadability .. . new Safety-Twin 


that it had the stamina and dependability headlights for greater safetv ... the new- PRECISION FUEL INDUCTION —A 
™ é " ; 

. “> ‘ Fy ra s 58 interceptor V 8 en ne fe t 
—_— . and increased resale value. . ; 2 SNYUINCS TEGIUre 
Equally important as stamina and de Precision Fuel Iinduction—combining new 
pe ndabilits are the sav Ings the 58 Ford Cet the complete story ... including expressway manifolds larger ports, 
‘ : ’ or lift ond m hi istio 
can offer in year-round fleet operation. low. low cost ... from your nearest Ford higher valves, and machined combustion 
| _* chambers. Result—amazingly increased 
VW ith | ord S new Interceptor \ -S engine, Dealer. see him today : power, thriftier performance from your Ford. 
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CRUISE-O-MATIC DRIVE FOR NEW MAGIC-CIRCLE STEERING 
FINEST PERFORMANCE, EXTRA ECONOMY MAKES A WORLD OF DIFFERENCE 


The newest, most advanced, and most versatile Recirculating steel balls roll smoothly to provide THE 58 FORD 


of all automatic drives. Its unique design permits up to 12% less steering effort. Your drivers wi 


use of a special rear axle ratio to provide really appreciate Fords easy parking, and PROVED AND APPROVED 


built-in’ overdrive economy. In teamwork smooth handling in traffic. And new Magic-Circle 


with the new Interceptor V-8 engine, this new Steering is yours as standard equipment on 
drive delivers up to 15% greater fuel economy. every 58 Ford. AROUND THE WORLD 
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New facts on inventory costs 
revealed by IRON AGE survey 


in 


Invento 
Ca 
a ry Carrying .. , 


2 = 
It Costs To Carry Inventory 


ventorying cost is $19.37. 


This avera , 
£e Carrying ch 
for by these costs- = charge is largely accounted 


v Inter 
est on capital j 7 
Vanes pital invested - 5$3.5 - 7 


v 
a ee 05 - 255 
v Warehousing > 02-10 
| Handing = 
> y Clerical and j 


Obsolescence 


nventory-taking 


Chart courtesy The Iron Age. 


the inventory for you. It’s already here, at 
Ryerson—in the nation’s largest stocks of 
steel. And Ryerson has the organization to 
deliver what you want when you want it. For 
immediate steel service, call the Ryerson 


Here’s help on steel inventory costs . 
In these days when working capital is tight 
and interest rates are high, it’s especially im- 
portant not to let inventory take dollars you 
can use elsewhere. You can save money on 
steel inventory costs by letting Ryerson carry plant near you. 


<_ 
© RYERSON STEEL 


Principal products: Carbon, alloy and stainless steel — bors, structurals, plates, sheets, tubing + aluminum, industrial plastics, machinery, fools, etc. 


JOSEPH T. RYERSON & SON, INC. PLANTS A NEW YORK « BOSTON + WALLINGFORD, CONN. + PHILADELPHIA - CHARLOTTE - CINCINNATI « CLEVELAND 
DETROIT - PITTSBURGH ~- BUFFALO CHICAGO + MILWAUKEE - ST. LOUIS + LOS ANGELES - SAN FRANCISCO «+ SPOKANE <- SEATTLE 
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BUSINESS FORECASTING has 
run afoul of the weather. The most 
interesting single speculation at the 
monent is whether or not consumer 
buying will recapture the momen- 
tum it lost during the September 
heat 

There have been signs of an up- 


Wave. 


turn in consumer purchases lately. 
In fact, that is about all there has 
about. In the 
face of the present limpness in cap- 
ital outlays (which in 1956 were vig- 


been to get excited 


orous) and of the decline that now 
looms in the rate of defense spend- 
ing, a lift elsewhere has been needed. 
Rising prices and the growth in con- 
sumer services are not enough to 
keep a rolling adjustment alive. 

For a half-year or so prior to last 
April, retail sales were adequate 
but dull. Then April launched a 
slow rise that was sustained through 
mid-Summer. In July and August. 
volume jumped about 7 per cent 
above the good level of July 1956. 
The rise since March has been $700 
million, which, converted to annual 
for a full 
would be quite steep. 

But September produced a_ let- 
Although September auto 
sales surpassed those of September 
1956, they did not improve enough 
to provide the help expected from 
them. In retail trade 
could not quite measure up to the 
July-August precedent. Warm weath- 
er was surely responsible in part, but 


rate and extended vear. 


down. 


CONSE UCTICE, 


even into November doubt has per- 
sisted whether the energetic buying 
mood of late Summer could be re- 
vived. 

Even personal income faltered in 
September, a rare event in recent 
years, but the change was so slight 
as to be chargeable to the technical- 
ities of a seasonal adjustment. 


Wholesale prices down 
The latest upward push in whole- 
sale prices, which opened last June, 
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THE TREND OF BUSINESS 


was turned back in September. The 
“all-commodity index had risen 
from 117.1 (1947-1949—100) in May 
to 118.3 in August. The latter figure 
held during the week of September 
3. but the subsequent decline carried 
the index down to 117.5 by early 
October. The monthly index for Sep- 
tember was L1S.0. 

Services industries have frequent- 
ly been charged with major respon- 
sibility for recent increases in the 
consumer price index. However, ac- 
cording to Louis Paradiso, in the 
October issue of the Survey of Cur- 
rent Business, over an_ eighteen- 
month period running from February 
1956 to August 1957 the rate of in- 
crease was about the same for com- 
modities as for services. 


Autos—fair enough 


It's clean-up time for automobile 
dealers. Production and sales obvi- 
ously fell short of the great expecta- 
tions of a year ago, but it is not real- 





call | 
Production through Septemben came 
t 234.- 


istic to the Veal <i POO! (oti 


to 4,673,522 cars, as against 
711 tor the same period last vear. 
Sentiment about automobiles is 
still chilled by the 1955 record. W% 
can't have big vears even for bad 
in that case borrowing from 
markets 
CA Pasion 


reasons 
through a rate of 
that couldn't be 
suffering 


future 
credit 
sustained—without 
tally until they are surpassed. Actual- 


Men- 


ly aggregate domestic sales of the 
past ) 
around 6.6 million § cars per year, 


three vears averaged out at 
which now sounds very pleasant. The 
verdict ought to be: not bad. 
Speculation about 1958 prospects 
is, of course, well under way. Some 
automobile economists are thinking 


in the 6.2-6.3 million range. 


Construction: a new record 


With an outlay of $4.618 million. 
the construction industry managed to 
punch out a new record in Septem- 


PERSONAL INCOME 


SEASONALLY ADJUSTED ANNUAL RATE 
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The record rate of consumer spending that has prevailed so far in 
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—_— 
SOURCE: U.S. DEPT. OF COMMERCE 


ittributed 


1957 Is 


primarily to the steady rise in personal income. Annual rate of income, atter taxes, for 
1957 is expected to be 3 per cent above 1956 and 75 per cent higher than 1947. 
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‘Look- 


HOW THIS ONE MACHINE 
CUT COSTS IN 
SO MANY PLACES” 





“Remember when we approved 
purchase of a Wheelabrator for 
our cleaning room? Well, our 
cost records show the machine 
has paid for itself out of sav- 
Be- 
sides this, it’s paid off in better 


ings in less than a year. 


cleaning, saved time in machin- 


ing, 


proved the appearance of our 


lengthened tool life, im- 
products and made our cus- 
tomers a lot happier. These 
things don’t show up in this 
chart, but they help our profit 
picture, too.” 

See how Wheelabrator equipment can 
help your profit picture. Send today 
for Bulletin 74-C. WHEELABRATOR 
CORPORATION, 831 S. Byrkit St., 


Mishawaka, Indiana . 


| The total tor the 
i 
| of this vear also compare ‘d favorably 











WHEELABRATOR® 
Ajo, BLAST CLEANING 
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| BUILDING PERMIT 
VALUES 


217 CITIES 
MILLIONS OF DOLLARS 





billion. the aggregate 


At about $4.7 


of building permit 





J A S O N D 
SOURCE: DUN & BRADSTREET, INC. 


al 


values for 217 cities in the 


first nine months of 1957 was fractionally below the comparable 1956 level. but was nearly 


2 per cent over 1955. Volume in 
ber. In fact. pluses were registered by 
both the usual comparisons—with the 
same month a vear (with and 
without allowance for cost increases ) 
and with the previous month of this 
vear on a seasonally adjusted basis. 


first months 


, 
ago 


nine 


with the nine-month total for 1956. 
But recent awards and permit data 
suggest that the may have 
difficulty in extending its . string 
of new records. Contract awards 
August, reported by F. W. Dodge 
Corporation, at $2,818 million, were 


industry 


down 5 per cent from the same 
month a year ago. 

[t is true that ($22,677 
million ) during the first eight months 
of 1957 were 2 per cent larger than 
over the same months in 1956. But 
the six-month total as of last June 
30 was 5 per cent greater than in the 
first half of the preceding year. So 
the early gain is shrinking—and be- 
fore adjustment for price increases 
in the interim. By mid-1958 construc- 
tion and equipment outlays jointly 
heading downward. 


awards 


mav be 


_Machinery demand rises 


New orders received by machinery 
manufacturers continue to hold up. 
At $4.2 billion ($1.9 vents for elec- 
$2.3 billion for non-electrical, 
seasonally adjusted), they rose 
slightly above both June and July 
levels. Even orders for transportation 
equipment, which have been suffer- 
ing from weakness in the aircraft in- 


trical. 


DUN’ 


1956 was the 


highest on record for the same period. 


dustry particularly, managed a gain 
over both of the two preceding 
months. Orders for fabricated metal. 
however—use of which is widely dif- 
fused—fell from $1.48 billion in July 


to $1.3 billion in August. 


Employment, unemployment 

As in the case of 
duction there was a feeling of sus- 
pense in late Summer over how much 
of a lift the Fall pick-up would give 
to employment. Unemployment de- 
clined season: lly by about the right 
August—400 million—and 
to moderate at 


industria] pro- 


amount 1n 
remained from low 
4.2 per cent of the seasonally smaller 
labor force—or 3.9 per cent in terms 
of the old scale. In September em- 
ployment fell slightly to 65,647,000, 
and unemployment slipped to 2.6 
million or 3.7 per cent of the labor 
force (3.4 per cent on the old scale ). 


Sales, inventories, orders 


Sales, inventories, and new orders 
at the manufacturing level in August 
gave neither optimists nor pessimists 
After seasonal ad- 
justment, sales, at a value of $28.6 
billion, were topped by $1.4 billion 
in the years best month (January ) 
and stood half a billion above the 
poorest month (June). Still, after 
allowance for a difterence in the 
number of working days, shipments 
were 4 per cent higher than in Aug- 
ust 1956 for durctile and soft goods. 

The most disappointing figure for 


much new grist. 


and Modern Industry 
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ADVANTAGES 
e Speed—capacity up to 6,000 an hour. 
Available in 1-to-4 station models. 
e Accuracy—automatic detection of 
errors before envelopes are filled 
e Simplicity of setting—can be 
adjusted to any job in minutes, without 
spec tal tools or skills. 
e Feeding—/riction type, handles % ide 
variety ef material from invoices and 
statements to checks and tabulating cards. 
e Ease of operation—al/ controls 
handy on one side. 
e Versatility—/andles widest range 
of envelope sizes—from 6 by 34 
inches up ta 12 by 6 inches; even nests 
enclosures inside one another while 
“dnserting. 
e Compact design 
line, self-centering feed; 
parts enclosed. 
e Preferred metered postage— (/stor 
third class) 1s provided by an optional 
hookup with a PB postage meter. 
e Backed by Pitney- Bowes service 
from 107 branches, coast-to-coast, in 
the U.S. and Canada. 


with str ug lit- 
all MOVING 


but to HOO 


| ae 
LS up t 
envelopes an hour 
.., speeds mailing, 


cuts costs 


The new Pitney-Bowes “3100” Mail first or third class—or alternative postage. 


Inserting Machine is big news to mailers . . . 
does away with diverting office people from 
more productive jobs for inserting, or running 


up expensive overtime. 


The “3100” gathers, nests, and stuffs 
envelopes as many as_ four 
various kinds... closes, seals, counts, and 
stacks envelopes at speeds up to 6,000 an hour. 
An optional postage meter machine hookup 


provides preferred metered mail postage, either 


PITNEY-BOWES 


Mail anserting Machine 


Made by the originator of the postage meter . 
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enclosures of 


. leading manufacturer of mailing 
machines. 107 eames h offices with service coast to coast in the U.S. and Cumeie 


It equals the production of eight trained 
workers. Some users report time savings up to 


$7.00 per thousand pieces. Even with only 


occasional use, the PB ‘‘z100°’ can show 
you appreciable savings. It speeds m: uling, and 


permits better scheduled mailings. allows more 


a 


m.: ailing to promote your product or service. 
Roe details. call the nearest PB ofhce 
or send coupon tor tree illustrated booklet 


and user case studies. 





Pitney-Bowes. INc. 


1553 Crosby St.. Stamford. Conn 


Send illustrated booklet on the ‘‘3100° 
Mail Inserting Vachine, and case studtes. 
Name 


A dd ress 
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| last Winter. The 
| ders 


| billion 


shipments. Here. 


ratio of new orders to 
there 
chain of deficits that started 
backlog of new or- 
another $1.5 


cancella- 


August is the 
was no break 
in the 


reduced bv 
apart 


Was 
from any 


tions ). 


| July to $91.2 billion in 


Total manufacturing and trade in- 
from $91 billion in 
\ugust, at 
book values on a seasonally adjusted 


ventories rose 


$4.5 billion over-all dol- 


ago levels. 


tion of the 
lar increase Over vear 


Housing and money 


The chances of holding gains in 


the number of housing starts and 
financing higher cost of construction 
is regarded as dependent upon the 
availability of Here, again, 


the continuity of * ‘rolling ; adjustment” 


money. 


basis. second time requires an offset to prospective de- 
clines—in both the dollar rate of 
growth in non-residential construc- 
tion and in actual physical volume. 
If money is to be the key, the odds 
at present seem to be that the new 
push in housing can hold 

This does not mean that the scram- 


No One 


For the this year 
was recorded in manu- 
For wholesalers the 
There have been 
increases in retail 
August— 
ratio 


no increase 
facturing stocks. 
increase was a first. 
several small 
stocks—there 

although the ' 
remains low. Higher costs of replace- 
propor- 


was one In 
inventorv-sales 


ment accounted for a large ble for funds is over. seems 


BUSINESS SIGNPOSTS - 








Previous Year 
Week Ago 


207. 249 


Selected 
WEEKLY Indicators? 


STEEL INGOT PRODUCTION 


Ten Thousand Tons (a) 


ELECTRIC POWER OUTPUT 
Ten Million KW Hours (b) 


76 BITUMINOUS COAL MINED 99 99 
Hundred Thousand Tons (c}) 


69 AUTOMOBILE PRODUCTION 90 58 
Thousand Cars and Trucks (d) 


35 DEPARTMENT STORE SALES 
Index 1947-1949 = 100 (e) 


5 BANK CLEARINGS 
Hundred Million Dollars (f) 


BUSINESS FAILURES 


Number of Failures (f) 


Latest 
Week 


205 


1939 1947 
Average Average 


102. 163 





25 49 117 117 














Selected 
MONTHLY Indicators { 


INDUSTRIAL PRODUCTION 
Index 1947-1949 = 100 (e) 


NONFARM COMMODITY PRICES 
Index 1947-1949 = 100 (g) 


FARM COMMODITY PRICES 91.1 
Index 1947-1949 = 100 (g) 


CONSUMERS’ PRICE INDEX 
Index 1947-1949 = 100 (g) 


RETAIL SALES 
Billions of Dollars (h) 


MANUFACTURERS’ SALES 
Billions of Dollars (h) 


EMPLOYME?P'T 


Millions of Persons (h) 


PERSONAL INCOME 
Billions of Dollars, seasonally adjusted 
annual rate (h) 


BUILDING PERMIT VALUES 
Millions of Dollars (f) 


Previous 
Month 


1939 1947 Latest 


Average Average 


100 


. then we learned from Pangborn 
how dust control in our plant could 58 
save us money!” 

Pangbeorn Dust Control can cut 
your costs—lower housekeeping ex- 








58 95 125.9 126.0 


pense, increase machinery life, im- 
prove working conditions, salvage 37 
valuable material and offer 
other benefits. If dust has you 
walking a_ tightrope, write for 
Bulletin 922 to: PANGBORN CORP., 
Hagerstown 4, Maryland. Manufac- 
turers of Dust Control and Blast 
Cleaning Equipment 


Pangborn 
aa./ 


93.0 


many 


95.5 117.1 121.0 


3.5 10.0 16.2 17.5 


5.4 15.6 29.0 27.2 





45.8 58.0 65.7 66.4 66.1 


72.9 190.5 346.5 346.8 331.1 


103 257 525.7 563.5 526.2 


© CONTROLS 


SOURCES: (a) Amer. Iron & Steel Inst.; (b) Edison Elect. Inst.; (c) U.S. Bureau of Mines; (d) Automotive News; 
(e) Federal Reserve Board; (f) DUN & Brapstreet, INcC.; (g) U.S. Bureau of Labor Statistics; (h) U.S. Department 
of Commerce. TWEEKLY INDICATORS: Coal and steel data for the second week of October; all others for third 
week. ;MONTHLY INDICATORS: Manufacturers’ sales for August, all others for September. 
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To executives 
of companies with 
growth possibilities 


Can you use 


additional cash 
profitably? 


Commercial Credit 
has $25,000, 


$100,000 or millions 


available 
immediately... 
for as long as you 
need it... 
without renewals 


Consult 


COMMERCIAL 


CREDIT 


If additional cash working capital 
would make it possible for you to 
take advantage of business oppor- 
tunities that might otherwise be 
missed, it should be to your advan- 
tage to contact COMMERCIAL 
CREDIT. 

Experience has proved that 
COMMERCIAL CREDIT’S Commer- 
cial Financing Plan for manufac- 
turers and wholesalers is usually 
able to provide more cash than 
is available from other sources. 
Funds are normally ready for use 
3 to 5 days after first contact and 
are available continuously (if 
needed) without negotiations for 
renewal. 

Cost 1s minimized because you 

pay only for cash actually used as 
your need varies and the one 
reasonable charge is tax deductible. 
No interference with management. 
No preliminary expense. No long- 
term commitments. 
Contact the nearest COMMERCIAI 
CREDIT CORPORATION Office listed. 
Say, “Send facts about the plan 
described in Dun’s Review.” 


Commercial Credit Building, Baltimore 
222 W. Adams Street, Chicago 6 

7228S. Spring Street, Los Angeles 14 
100 E. 42nd Street, New York 17 

112 Pine Street, San Francisco 6 


Capital and Surplus 
over $200,000,000 


COMMERCIAL CREDIT COMPANY subsidiaries, during each of 
the last several years, advanced over one billion dollars to manu- 
facturers and wholesalers to supplement cash working capital. 
The 1956 total volume of finance subsidiaries amounted to over 


three billion dollars. 


| 
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DUN 


to expect an abrupt fall-off in the 
overall demand. So many activities 
have been competing for an inade- 
quate supply of savings that some 
intensity in this 
would still be consistent with full 
use of the available supply. 
Business investment in plant and 


loss. of struggle 


equipment so tar threatens to level 
and taper rather than buckle, and it 
IS generally agreed that the needs 
of states and municipalities will con- 
tinue to rise. The upward trend of 
weighted prices, slowed but. still 
perceptible, will mean slightly higher 
carrying charges for inventories and 
receivables and to that extent help 
to check weakening in the demand 
tor bank funds. 

Berett of elbow room in the torm 
of a good cash surplus, the Treasury 
will remain a familiar semi-mendi- 
cant in the money markets, and its 
position will not be strengthened by 
any British drawings on credits with 
the Export-Import Bank and the In- 
ternational Monetary Fund. Perhaps 
later on the El Bank and the Com- 
modity Credit Corporation will be 
borrowing on their credit outside the 
Federal debt limit. The Federal Na- 
tional Mortgage Association has al- 
ready done so. Except for the recent 
issue of 1969 bonds it has been some 
time since the Treasury has sold mar- 
ketable securities carrving a matur- 
ity of five vears or more, and the 
volume of outstandings due within 
one vear or redeemable at holder’s 
option ranges between $82. billion 
(counting redemptions at a_ likely 
rate) and $132 billion (counting re- 
demptions at full potential ). 

These comments emphasize that a 
weakening of the boom does not re- 
verse all trends. Roughly as much 
money will be needed for 
months to finance new business in- 
vestment as heretofore. A perhaps 
understressed feature is that two 
types of expansion likely to remain 
strong—public utilities and commu- 
nications—depend mainly on outside 


SOTHIC 


funds. 
But the incessant shifting process 
itself, as among source of and need 
for funds, may favor housing. Over- 
ail investment requirements do not 
likely to further. 
should decline. Meanwhile, 
lute supply of savings keeps rising. 
The pattern of demand for funds 
may thus shift but moderately, but 
the net direction should be in favor 
of housing. It may remain a mystery 
S REVIEW and 


seem rise and 


abso- 
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to many why the effective demand 
for housing in the face of 
specti culiaely rising costs is relatively 
so firm. Money will be available ai- 
though competition for it will remain 
sige The new 5.25 per cent ceil- 
ing on FHA insured homes is still 
merely so-so compe titive ‘ly, and one 
of the unsung effects of smaller down 
payments in tight money markets is 
that more mortgage money is re- 
quired per home. Still, some stimulus 
is to be expected. The continued low 
vacancy ratio of 2.3 per cent and 
longer-term factors cited in the Sep- 
tember issue of DR&MI suggest that 
needs are still substantial. Therefore, 
the way seems to remain open for 
housing on the upside. 


almost 


Government outlays 


As a result of Congressional and 
Administration battering, however 
unsynchronized, the closing months 
of the year may witness the nove ‘ty 
of a declining trend in Federal out- 
lays for goods and services. The dip 
will be slight, but it will deepen 
next year—unless the sputnik forces 
a backtrack on economy. 

The fate of the over-all Federal 
administrative budget is another 
story. Total expenditures are still 
likely to rise. These include outlays 
for other than “goods and services” — 
loans, grants-in-aid, and so on. 

Last Spring and Summer the big 
budget commotion raised hopes of a 
substantial reduction in Federal ex- 
penditures and a happy sequel in 
tax cuts. But sophisticates doubted 
whether the enormous inertia of the 
budget-making process could be 
overcome so quickly —requiring as it 
does a blending of forward commit- 
ments, political fixtures, annual esti- 
mates for permanent programs, and 
a mass of current services. 

The annual mid-year budget re- 
view supporte d the pessimists. Ex- 
penditures in fiscal 1958 are now ex- 
pected to reach $72 billion ($200 
million above the January estimate 
and $600 million above fiscal 1957 
outlays), and revenues to approxi 
mate $73.5 billion ($100 million be- 
low orginal estimates and $2.5 bil- 
lion above fiscal 1957). 





This is a report prepared in the 
Business Economics Department, 
Dun & BRADSTREET, INC., by Ed- 
Riday. 


win B. George and John W. 
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At BORG-WARNER, 
“Good Enough’”’ Never Is 


Whether it’s a refrigerator or washing machine, automatic trans- 
mission or timing chain, plow disc, aircraft fuel pump, guided 
missile booster, nuclear pump, or any of the hundreds of Borg- 
Warner products . . . in each one you see the fine quality that 
reflects the special pride we take in making it. 


That’s because we are not content with just “good enough.” The 
Borg-Warner way is to “design it better—make it better.” To meet 
this challenge, B-W scientists and engineers are continually re- 
searching ways to improve existing products and to develop new 
ones. B-W quality controls maintain uniformly high production 
standards. And constant testing assures dependable product per- 
formance. 


In these ways, through many industries, Borg-Warner meets the 
needs of its customers today . . . plans ahead to even more and 
better products tomorrow. 


DESIGN IT BETTER MAKE IT BETTER 





Teall 
- PRODUCTION 








BORG -WARNER. 


ILLINOIS 
29 


310 SOUTH MICHIGAN AVENUE + CHICAGO 4, 














“INDUSTRY SUCCEEDS IN 


NORTH CAROLINA 


RECORD OF SUCCESS CONVINCES 
YALE & TOWNE 


For the site of its seventeenth plant, Yale & Towne 
checked every state, town by town. North Carolina 
scored on every point: 
Nearness to markets ... modern transportation by 
land, sea, and air... intelligent personnel ... 
climate for low-cost production and year-round 
outdoor living . .. cooperative government and 
communities. 


A year after choosing a North Carolina site, Yale & 
Towne officials are high in its praise: “In North 
Carolina, we found the kind of place and the kind of 
people that make for success,” says Yale & Towne 
Vice President Leo J. Pantas, General Manager of the 
Yale Lock and Hardware Division, which now has a 
new plant at Monroe, N. C. “We know people help 
industry to succeed. Monroe folks gave us a warm 
welcome. They think straight, talk straight. To them 
a job is an opportunity.” 


Monroe is just one of scores of North Carolina towns 
where industry thrives among green fields and friendly 
people. North Carolina development engineers will 
help custom-plan your expansion site. Write or wire 
Wm. P. Saunders, Director, Dept. of Conservation 
and Development, Raleigh 4, North Carolina. 
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Business Man Governor ! 
Luther H. Hodges a . 
whose dynamic leadership _ NORTH CAROLINA 
has brought about 
tax reductions put into . Year Round Mid-South 
effect July 1, 1957 
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“LEAST LIKELY TO SUCCEED” 


Profile of The Typical Business Failure 


IN THE SPAN of a century, 1557 to 1957, DuN & Brapstreet has 
analyzed more than | million business failures. This seems a 
gloomy aggregate, but fortunately the rise in failures has not 
kept pace with the climb in the total number of business con- 
cerns. Casualties are currently 2.6 times higher than when the rec- 
ord started. but total listed businesses are ten times as numerous. 

From the myriad figures accumulated between the panic of 
1S57 and the record prosperity of 1957, Dun & BrapsTRreet has 
put together a composite picture of the typical business casualty. 
Granted that individual failures vary almost as much as people 
do, certain basic characteristics predominate: 

Operation: Over the years, retailers have made up 50 per cent 
or more of the total casualties, although there may be exceptional 
vears—tor example, 1946-1947, when manufacturing failures out- 
numbered those in retailing. 

Line: Food stores and eating and drinking places together ac- 
count for at least one-third of the retail toll. Casualties in this 
trade outweigh all others, although sharper year-to-year in- 
creases currently prevail in the apparel, general merchandise, 
and automotive trades. Apparel stores head the list in terms of 
failure rates per 10,000 operating concerns. 

Size: The average casualty is small in terms of liability size. In 
1957, 64 per cent of all failures have liabilities under $25,000. 
and 91 per cent are below the $100,000 mark. The typical failure 
will have liabilities in the $5,000 to $25,000 range—the average 
liability of the food stores that have failed so far in 1957 was 
$20,000. Of course, liabilities bulk larger for manutacturers and 
wholesalers and some retail lines. The average liability for all 
industries and trades so far in 1957 was $45,000—a mild increase 
from the previous year, but still far short of the $59,000 per 
failure in the earlier post-war vears of 1946-1947. 

Age: The typical failure is in its second or third year of opera- 
tion. Almost three-fifths of the casualties are less than five vears 
old—and the largest number are at the two-year level. Although 
failures of concerns over ten vears old have risen gradually to 
20 per cent of the total in 1957 from 9 per cent in 1947, voung 
businesses still predominate. 

Location: The average business casualty is likely to be located 
in a non-metropolitan area in the Middle Atlantic or Pacific 
States. These two regions accounted for 54 per cent of the cas- 
ualties so far in 1957. The “typical failure” would probably have 
occurred in either New York or California. Not only are actual 
numbers of casualties high in those states: rates per 10.000 are 
most severe. 

Type of Failure Action: A voluntary petition in bankruptcy 
was filed by about one-half the businesses that failed. 

Cause: Lack of managerial experience and aptitude underlie 
some 90 per cent of the failures analyzed. While the wavs in 
which inexperience and incompetence were manifested cannot be 
narrowed into a single category, it is a matter of record that small 
enterprises are plagued most by inadequate sales and competitive 
weakness, whereas receivables and inventory problems play a 
large role in the failure of big concerns. 


—ROWENA WYANT 
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Can you 
plan that 
new plant 


and still 
manage your 
business? 


You can... you do! But at what a 
cost in normal operation ... at what 
a cost in your own executives’ and 
engineers’ time,diverted from press 
ing tasks. 

A new Butler plant would save 
much of that precious time, without 
sacrificing construction quality. 
Butler buildings are pre-engineered. 


‘Components are precision, mass- 


fabricated in an astonishing range 
of sizes. And your Butler Builder 
can provide engineering help to 
work out details. 

Actual construction is an assem- 
bly job, completed weeks to months 
sooner than traditional construc- 
tion. The finished plant is a superior 
working environment for both men 
and machines—better light and ven 
tilation — wide open spaces for effi 
cient flow layout. Yet the cost is far 
less than youd pay for a traditional 
building of equal quality. 

Learn more about the building 
for modern management. Phone 
your Butler Builder. He's listed in 
the Yellow Pages under “Buildings” 
or “Steel Buildings.” Or write direct. 


“6, payor” 
BUTLER MANUFACTURING COMPANY 


7417 East 13th Street, Kansas City 26, Missouri 


Manufacturers of Buildings + Oil Equipment 
Farm Equipment + Dry Cleaners Equipment 
Outdoor Advertising Equipment 
Custom Fabrication 
Sales offices in Los Angeles and Richmond. Calif 
Houston, Tex. « Birmingham, Ala. « Atlanta. Ga 
Kansas City, Mo. * Minneapolis, Minn. « Chicago 
ttl e Detroit, Mich e Cleveland. Ohio « New 
York City and Syracuse, N.Y. * Washington. D.C 
Burlington, Ontario. Canada 
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new for skin packaging...premium quality 


REYNOLO 


TRADE MARK 


cast vinyl 
film 


super clear! sparkling bright! 
exceptionally tough! 


The brilliant clarity and durability of new 
Reynolon cast vinyl film are prime features 
that mean maximum sales appeal and quality 
in skin packaging applications. This new film 
is also chemically inert, has low moisture va- 
por and gas transmission rates, is heat or 
electronically sealable, printable, odorless and 
non-toxic. 

Investigate this new Reynolon film for qual- 
ity skin packaging of hardware, toys, novelties, 
wearing apparel and a host of other products. 

For details on this film and on other 
Reynolon plastic films, call the plastics spe- 
cialist in the Reynolds office in New York, 
Camden, Detroit, Chicago, St. Louis or Los 


Angeles. Or write Plastics Division, Reynolds 
Metals Company, 30 Boulevard Avenue, 
Grottoes, Virginia. 
polyvinyl alcohol films for— 
BAG MOLDING 


METAL BONDING 
SOLUBLE PACKAGING 


eS - 


Plastics Division 
Reynolds Metals Company 


polyvinyl chloride films for— 
SKIN PACKAGING 
INFLATABLES 

OXYGEN TENTS 

GLASS SUBSTITUTES 
PROTECTIVE COVER PRODUCTS 


PLASTICS DIVISION {<". 
REYNOLDS METALS . 


Watch Reynolds All-Family Television Program ‘‘DISNEYLAND”’, ABC-TV 
DUN'S REVIEW and Modern Industry 
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PROBLEMS OF TOP MANAGEMENT: I 


Business decision-making has its theories by the dozen, 
but how do the deciders actually do it? In DR&MI’s latest 


Presidents’ Panel report, top industrial leaders examine 


their own methods and techniques of decision-making. 


Here are the factors that weigh in the balance . . . . 


WHEN PRESIDENTS DECI 





H UCKLEBERRY FINN knew well 
the anxiety of decision. “I was a-trem- 
bling,” Mark Twain has 
“because Id = got 


him say, 
to decide forever 
betwixt two things, and I knowed it. 
I studied tor a minute, sort of hold- 
ing my breath, and then says to my- 
self, “All right, then, I'll go to hell! ~ 

Probablv no executive 
decides anything so blindly and im- 
pulsively as this, and se ‘dom are the 


business 


alternatives so few or so drastic. But 
the intensity of the emotion and the 
range of the risk in a m: ajor decision 
may often make him feel very much 
as Huck did. ] Every decision is pre- 
dictive to some extent. And the de- 
cider is poised between the present 
and the future. 

Because of increasing business ex- 
pansion, accelerated technology, and 
narrowing profit margins, today's de- 
cisions cost more to make and oe 
longer to pay off. Back in 1900, 
Peter Drucker has pointed out, fen W 
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REPORT NO. 3 


KENNETH HENRY, F xecutive 


than 


business 


business decisions looked more 
while 
futuritvy of ten 


a few vears ahead. 


decisions with a 
vears Or more are commonpl: ice to- 
day. “Technological progress, | 
Drucker, “ 
ing the business man from the 
trader of 
to the long-range planner of today 
take a 


Savs 
has succeeded in convert- 
short- 
range classical economics 
who has _ to twentv-vears 


view. 


Decisions That Try Men’s Souls 


For an inside look at today's de- 
cision-making by top industri: il man- 
agement, DR&MI asked the 111 com- 
pany presidents on the Panel what 
kind of decisions they make and how 
they make them. These men head 
companies with 1.7 million em- 
ployees, $27 billion in total assets 
(including 1,773 U.S. plants), and 
annual net sales in excess of $32 bil 
lion. Decisions in such companies 
cannot be made lightly. They have 








THE PRESIDENTS’ PANEL 


Methods Editor 


an immediate 
they 


impact on men and 


jobs, and may span a_ long 
future. 
The ultimate 


the successtul outcome of an\ 


deciding tactor in 
mayor 
decision is probably the human fac- 
tor. Although the 


otten than not. acts 


president more 


alone at the mo- 
ol decision what he decides 
delegated to others 


decision itself 


ment 
must be to carry 
out. The 


information and 


is made on 
recommendations 
subordinates 


prov ided bv human 


Even it it is a technical one involving 


operations, or product and marketing 
research, the quality of the data o1 
which it is based depends on the men 
who select, collect, and analvze these 
facts. 

In DR&MIs current decision-mak- 
three 
that the 

to make 
And more 
than a fourth of this group mention 
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ing survey, two out of ever, 
comps any 


hardest decisions thev have 


pre ‘sidents — si LY 


are those involving people. 





the specific personnel problems ot 
executive selection, promotion, de- 
motion, and discharge as the most 
difhicult of all. 

“To retire or fire old-time em- 
ployees is the most difficult kind of 
one president 


decision company 


taces. “It is no fun.” 


chiet executive. “to remove people 


who are close personal triends of 


long standing, particular- 


writes another 


those “where facts are obscure or 
contused. 

The hardest decisions, it appears. 
are not always the most crucial. 
Close to half the men rank major 
corporate policy decisions as their 
most important function. comparéd 
to four out of ten who name the se- 
lection of officers and key executives. 
Decisions related to organizational 


Specific mentions spill over into these 
areas: government relations, public 
and labor relations, development of 
future product lines, long-range 
planning, foreign sales, operations 
control, “high level selling,” and 
“decisions relating to the creation of 
a sympathetic understanding and ap- 
preciation of corporate objectives 
and policy through good communi- 





lv if they do not see their 
Another 


man dreads “decisions ad- 


shortcomings. 


versely affecting the ca- 
fail.” 


But even in the less dras- 


reers of men who 


tic personnel decisions. 
company presidents find 
it difficult to make 
sions regarding personnel 
that 
venience and disappoint- 


“deci- 
might cause incon- 
ment or “hurting person- 


al teelings of 
ruled against.” A number 


persons 


MAJOR PRESIDENTIAL DECISION AREAS 


Presidents on the Panel were invited to rank by number the types of major decisions 
they consider most important in their function as chief executive. Some presidents 
regarded all decision areas as interrelated and of equal importance. Not all presi- 
dents assigned a numerical rank to the decision area, nor did all men rank every area. 
Of those who did, here is the ranking, by number of men. 


Decision Area 





of men say their biggest 
decision headache is the 
“selection of key people.” 

Other men name these 
types of decisions as the 
hardest to make: ~expan- 
new fields.” “ad- 

expenditures, 


sion in 
vertising 
“priority of plant invest- 
simply 





ment items. or 


Corporate policy 

Selection of key executives 

Organizational structure 

Diversification and plant 
expansion 

Major capital expenditures..... 


Second 


28 10 3 3 
21 24 7 9 


Order of Importance 


Third Fourth Fifth 


13 19 3 4 


10 26 14 
11 








“spending money. “De- 

cisions based on complicated tax 
laws are mentioned by one man, and 
- with budget 


Another president, who 


several have trouble 
decisions 
speaks tor several. Says his toughest 
decisions are “complex technical ones 
involving considerable study on my 
part and dependence on technical 
specialists. 

that involve 


radical change bother many com- 


Extreme decisions 
pany presidents. Several find their 
decisions complicated by the prob- 
lem of “how best to apportion my 
time and energy to the’ various 
phases ot the iob, and several iden- 
tify the difhicult 


most decisions as 


structure are ranked next in impor- 
tance, followed by diversification and 
plant expansion, and major capital 
Right though, 
more presidents are preoccupied with 
capital expenditure decisions than 
anything else. Executive selection is 


expenditures. now. 


a problem of almost equal current 
concern, and diversification and plant 
expansion follow. Tied in tourth 
place among the most pressing cur- 
rent decision problems are those 
dealing with organizational structure 
and corporate policy. 

Not 
presidents consider most important 
fall into simple, general categories. 


all the decision areas that 


cations and_ effective leadership.” 

Companies on the Panel are pre- 
dominantly large—72 of the 111 com- 
panies are among the 400 biggest 
U.S. companies as measured in net 
sales. Many of these larger compa- 
nies, with diversified lines, have be- 
come increasingly decentralized in 
the past few years. This, of course, 
generally means increased delega- 
tion by the president—and in many 


cases the types of decision that are 
reserved to the chief executive have 
been rather carefully defined. 

To find out just what the distin- 
guishing factors are between the de- 
cisions the president must make him- 








AMONG THE PANEL MEM- 
BE2S ARE PRESIDENTS PIC- 
TURED HERE. A COMPLETE 
LIST APPEARS ON PAGE 52. 


HENRY H. RAND 


International Shoe ¢ 


BRUCE M.JEFFRIS 
lhe Parker Pen Co. 


Crucible Steel 
Company of America 


DU 


JOEL HUNTER C. W. BRYAN, JR. 
Pullman-Standard Car 
Vanufacturinge Co. 


N’'S REVIEW and Modern 


MUNDY I. PEALE 
Republic Aviation 
Corporation 


HOWARD I. YOUNG 
American Zinc, Lead 
& Smeltine Co 
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self and those he generally delegates. 
DR&MI asked the panelists: “Does 
your company have any set limits 
financial or other. 


president must be involved in a de- 


above which the 


cision—for example, expenditures ex- 
dollar level that 
must be approved by the president?” 

Almost three-fourths of the 
pany presidents answered yes to this 
Among the 


VW ho SaVs: 


ceeding a certain 


com- 
others is one 


“While we do 


limits. it is un- 


question. 
president 
not have set dollar 
derstood by department heads that 
my\ participation should involve only 
Sometimes relatively 


impor - 


matters. 
dollar 
tant policies and principles.” 

Other companies, without specific 
limits to what the president 


major 


small values involve 


does 
and does not decide. their 
expenditure decisions to a regular 
As one man describes it: 


! 
delegate 


committee. 

Capital spending budgets are ap- 
proved annually by our Executive 
Committee, not by any one _ indi- 
vidual.” Decision limits in these 
companies are made in advance, un- 
der a long-range budget policy. At 
this planning stage, the president is 
involved, and he must participate 
again when the budget is exceeded 
or the policy calls tor review. 


Informal Screening 

The procedure in companies that 
do not formally screen presidential 
decision-m: iking is summed up by 
one chief executive who says: “Our 
general approach is for the Presi- 
dent to approve a detailed plan, 
budget, or target; thereafter, onl) 
important deviations from the origi- 
nal plan, as approved by him, are 
submitted to the President. For capi- 
tal expenditures, as an example, the 
budget is approved by the President 
prior to submission to the Board of 
Directors. Allotments of the = ap- 
proved budget are made from time 
to time by the President. Commit- 
ments for acquisition of items in- 
cluded in the allotment are not ap- 
proved by the President unless they 





deviate 
the description or cost originally es 


in important respects from 


timated. In no instance is the Presi- 


dent asked to 
or item of less than 


approve any change 


$5,000.” 


Various Dollar Limits 


In three-fourths ot the 
formally 


companies 
with prescribed decision 
levels, company presidents report a 
they 


decision. 


above which 
make the 
Limits on capital expenditures de- 
range all the 

company to 


variety ol limits 


must share in or 
cisions. tor example, 

way from $100 in one 
$100.000 in tour. among the substan- 


SCOREBOARD ON DECISIONS 


PERCENTAGE OF 
PANEL MEMBERS 


DECISIONS THAT 
MISS THE MARK 















None | AHH 
1— 5% ry 1.2 

15.9 
s— 10s 
11 — 15% Aeenh 6.1 

17.1 
21 — 25% panenenaag?. 
26 — 40% pand 3.6 
“Few” aeeene 7.3 
“Don’t 9.8 
know” 
14.6 

Mo aren A 





dollar 


The most common level of capital 


limits. 


tial group 


reporting 


expenditures above which the presi 
dent is $25.000 


tioned by 


Ler) 
fourth of thi 


must decide 


more than a 


ans group. Another fitth puts 
the limit at $50.000. 

Only a few company presidents 
mention the dollar levels at which 
they must approve salary chang 


Of this group, more than half men 


tion a salary break of $15,000. a tew 
name $10,000. and some thers 
25,000. 

Decision levels—by dollars in 
Thay Cases—are estab lished by other 
companies for donations, advertis 
Ing, major sales contracts patents 
purchases, credit extension. inven 
tory write-otts. maintenance. CXpr rl 


mental and research work. new prod 


uct development. new ae quisitions, 


and major labor policy changes. 


Decisions That Matter 


“Decisions that really matter 
Peter Drucker has written, “are 
tegic. They either finding 
out what the 
ing it, either 
resources are or 
be. These are the 
agerial decisions.” 


stra- 
involve 
situation is, or chang- 
what the 
should 


Tat- 


finding out 
what thev 
specific lly 


Panelists were asked to name the 


most important decision. at this 
level. thev have made since becom- 
ing president. Most of these deci- 


sions were made during the postwar 
period, since eight out of ten of the 
presidents have headed their com- 
panies for ten years or less—and the 
term in office tor the 
comes to 6.7 years. 


average group 


as a whole (’on- 
sequently, the major decisions men- 
tioned tend to reflect the 
of the rolling boom years that have 
marked the long shift from total war 
to uneasy peace. 

Expansion and acquisition prob- 
lems are named by one man in five. 
Such 
range, predictive, and patiently op- 
timistic. For example, one man con- 


tensions 


decisions have been _ long- 


continued on page ol 








HENRY S. REDDIG HENRY BLACKSTONE McCLURE KELLEY 
Baldwin-Lima-Hamilton The National Cash 
Corporation 
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ROBERTS. OELMAN HERMANNG. PLACE 5S. I 


General Precisi 
Equipment ( ‘orp yration 


HINKLE 
Hershey Chocolate 
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International Paper Co. 
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PROBLEMS OF TOP MANAGEMENT: II 


Getting the Facts You Need for Decision 


ROBERT L. KAHN and CHARLES F. CANNELL 


Survey Reasearch Center, University of Michigan 


HE VICE PRESIDENT of the Jef- 
ferson Appliance Company is sitting 
in his office late one atternoon mut- 
tering to himself. He is recasting the 
events of an extremely unsatisfac- 
torv day. At 9 oclock he learned that 
customer complaints had reached a 
high. As if to 
Important 


new underline this 


Statistic, an and long 
valued customer called at 10 o clock 
to sav that unless the delivery sched- 
ule became more dependable, he 


would be forced reluctantly to seek 


36 


an alternative source of 

The vice president had decided to 
let everything wait 
sot to the bottom of this particular 


supply. 


else until he 


mvsterv. In order to avoid accusa- 
tions and recriminations, he had be- 
gun by talking separately to each of 
the three department heads involved 

sales, manufacturing, and engineer- 
ing. Now, as he looks back on these 
three interviews, it seems to him that 
each of the men reported only the 
things that he felt the vice president 


DUN'S REV\ 


could hear without drawing any ad- 
verse conclusions. 

In short, executive sa 
terly: “Everybody covered himself, 
and I learned very little. 1 know its 
always tough to talk to the boss, but 
after all I'm not going to fire any- 
body. | only want to know what the 
problems are, and | told them so. 
Our sales manager was glib and 
talkative: he lectured me for an hour 
on the excellent job sales is doing 
under handicaps. The head of manu- 


our savs_ bit- 


IEW and Modern Industry 











like a deaf-mute for twenty minutes. 
Of course, he’s never very communi- 
cative, but this time I had to pry 
every word out of him. I thought 
for a while I was getting further 
with our chief engineer, but he was 
really too busy defending himself to 
tell me anything. 

“And _ vet 
information. Am I going to have to 


é' * 
lve got to have tinat 


spend time in each otf those depart- 


4 


ments myself to see whats wrong: 
No. that’s ridiculous. Thev d just put 
show for me. Should | plant 


man in each department? 


On al 


a staftt 


facturing came in next and sat there 


That's too much like an internal in- 
telligence system. But there ought 
to be some way I could get these 
three this 
problem through with me. After all, 
its their problem, too.” 


men to work delivery 


The Wires Are Down 


What does this situation present, 
besides a picture of incipient hyper- 
tension’ It reveals a basic failure 
of communication. The executive is 
unable to get the tacts he needs to 
solve an important problem. Yet in- 
formation-getting is an essential part 


of the executives job. He must have 








executive interviewing. 


neurotic waste of time. 


mation-getting techniques. 


him outside the office. 


7. An executive learns the 


a 


being interviewed. 


8. The good interviewer 


+ 


ments is, in fact, incorrect. 





What are the rules for conducting a successtul execu- 
tive interview? Test vourself by answering the fol- 


lowing true-or-false questions: 


with the spontaneity needed for successtul 


2. Thinking about what vou should have said 
after an interview is over 1s probably a 


3. If you are doing a good job of supervi- 
sion. vou have no need tor special intor- 


4. A subordinate will give only information 
that he thinks will please the boss. 


5. A subordinate never gets much ‘satisfac- 
tion out of being interviewed by the boss. 


6. The best way for the boss to get good in- 
formation from an emplovee is to talk to 


most 
employee does not even realize that he is 


listens 
avoids directing the conversation. 


9. The interviewer learns most by sometimes 
putting the respondent on the defensive. 


10. The best way to get information from an 
employee is to convince him that vou are 
meeting on an equal basis—that vou are 


both just employees of the same firm. [ ] [ ] 


Score yourself on this test by counting one point for each “true” 
response and zero for each “false” response. The perfect score is 
zero. In the opinion of the authors, every one of these ten state- 


HOW GOOD AN INTERVIEWER ARE YOU? | 


True 


1. Wording questions 1n advance interferes 





when the 


well and 


weuwutiu G&G @ a @ 
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intormation as a basis for 


But he 


personally everything on which his 


accurate 


decisions. cannot observe 


decisions must depend. some men 
who have tried this have merely be 
come harried and _ inefficient, and 
acquired al reputation tor pry Ing and 


Most es 


however reluctantly 


inability to delegate too. 


ecutives learn. 
that thev must rely upon others tor 


the information thev need 


It is an ironic tact of executive 
lite that the higher the man go 
in his organization, the more im 


become and 


the more indirect must his channels 
The head of a 
likely to base his 


judgments on information three or 


portant his decisions 
ot intormation be. 
large company 1S 
tour times removed trom direct op 
erating experience. His role comes 
iIntormation 


to consist largely ol 


getting, information-evaluating, and 
and his MaAjOr 
often to 
the executive s Own surprise Mere ly 


talking to people. The notion that 


information-giving 


activity turns out to he 


an executive 1s a paper-pusher 1S 
out of date. Today, executives find 
that stacks of papel are Gathering 
dust on their desks they do 


the more important work of talking 


while 


directly with colleagues and_= sub 
ordinates. Indeed. a tew adventurous 
souls in the executive ranks have 


changed their office furniture to cor- 
respond more closely to the require- 
ments of their job—and the deskless 
executive office has made its debut. 

This is not to suggest, of course, 
that executives do nothing but ac- 
quire facts from their subordinates. 
It is certainly true, though, that the 
acquisition of information is one of 
the 
something he must do well in order 
to be 
making aspects of his job. The prob- 


executives major functions 


successful in the decision- 
lem of getting information from sub- 
ordinates is not restricted, of course. 
to company presidents. It extends 
to every level of supervision from 
foreman to vice president. Let us 
look at the problem of information- 
getting from the executive s point of 
view, and see how he can become a 
sub- 


better interviewer ot his own 


ordinates. 


Penalties of Proficiency 
Why is it difficult for executives 


to get intormationr Since we are 


all communicators by training and 
experience, why shouldn't an inter- 


view be a simple and efthcient in- 
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teraction between an expert sender 
and an equally expert receiver of 


J , 
messages! 


There are manv reasons. Some of 
them are closely tied to the very tact 
that we are so experienced in com- 


municating. We have developed 
wavs of reacting to each other that 
facilitate the 
communication process, but to pro- 
tect us from appearing ridiculous or 
inadequate. And in most cases we 
are not content merely to avoid look- 
ing inadequate. We want to appear 
intelligent, thoughtful, and in pos- 
session of other assorted virtues. We 
want to put our best foot forward. 
Most of us recognize that pres- 
sures are exerted on us through com- 
munications from other people. We 


are intended. not to 


are urged to join certain organiza- 
tions, buy certain books, or smoke 
a particular brand of cigarette. Peo- 
ple sometimes communicate in order 
to beguile us in a direction in which 
we may not wish to go. To such com- 
munication we sometimes reply with 
omissions and inaccuracies. This is 
our defense against letting ourselves 
be influenced against our will. 


Failure to Listen 

Again, through long experience 
we learn to anticipate what is likely 
to be said in a conversation. Often, 
therefore. we dont really listen. We 
may hear only what we expect to 
hear, basing our expectations on all 
sorts of clues—the speaker s voice or 
manner or dress, tor example. We 
may listen only for the things that fit 
our purposes, stopping as soon as we 
have classified the speaker, satisfied 
our curiosity, or decided what we 
ourselves are going to say next. 

These are the negative conse- 
quences of our skill in communica- 
tion. Each of us comes to recognize 
that others may communicate with 
him for a variety of reasons—which 
may or may not be in harmony with 
his own purposes. As a result. every- 
one spends some of his attention and 
energy trving to evaluate each mes- 
sage addressed to him in terms of his 
own needs and others motives. 

The implications for the executive 
ate clear. To hecome al successtul] 
information-getter, he must under- 
stand the motives and barriers to 
communication, and he must become 
skilled in creating an atmosphere in 
which the motivational forces to 
communicate are strong and uncom- 
plicated. In short, he must become 
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capable of handling the dynamics of 


interviewing. 

The major barriers in an interview 
between an executive and one of his 
subordinates stem from the execu- 
tives powers to reward or to punish. 
The executive interviewer is bur- 
dened with a dual role. He is an 
information-getter during the period 
of the interview, but he is also a 
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decision-maker whose actions have 
direct and important effects on the 
careers of his subordinates. It is hard 
for him to shed these attributes of 
power completely, and it is. still 
harder for the subordinate to ignore 
them, even for the brief period of 
the interview. Even the possibility 
that his superior may end the inter- 
view with a less favorable view of 
his abilities, or that divulging certain 
information may bring some reprisal] 
against him, may lead the subordi- 
nate to withhold or distort facts. 
Another barrier to communication 
in the executive interview. closely 
related to fear of direct reprisal, 
springs trom the subordinates re- 
lationship to his own colleagues. 
Even if he is convinced that there 
is no danger of punitive action from 
his superior, other threats mav re- 
strict his willingness to communi- 
cate. He may be willing to speak 
about himself, but feel that he must 
parry questions that would require 
him to put others in a bad light. 
Executives who are insensitive to 
such feelings of obligation and al- 
legiance may be puzzled to find, in 
the midst of an interview, that it has 
become impossible to get any more 


information. 
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A third important barrier to com- 
munication in the inter- 
view is the “psychological distance” 
between interviewer and respond- 
ent. We tend to communicate with 
people who will understand what we 
want to say and have some sympa- 
thetic appreciation of our viewpoint. 
When we are talking to a person 
whom we consider unable to un- 
derstand and sympathize, we tend to 
withhold information. Ordinarily, in 
dealing with people, we judge the 
extent to which they are within the 
range of our communication, then 
decide what must remain unsaid. 


executive 


Alone in the Executive Suite 

It is a truism that presidents of 
companies are the loneliest men in 
the world. To a lesser extent, al- 
most all executives have felt the 
isolating effects of climbing the 
organizational ladder. They have 
noted sadly how the informality and 
frankness of conversations among 
their subordinates compares with 
their own stilted and restricted dis- 
cussions with some of the same men. 
As a term, “psychological distance’ 
may be new to some executives, but 
the experience is all too familiar. 

This, of course, is not wholly the 
executives fault. We know that dif- 
ferences in position and experience 
contribute to the feeling of psy- 
chological distance between people. 
There are certain attributes of the 
executive job that shout “psycho- 
logical distance’ to the subordinate. 
The executive earns a higher salary 
and probably lives in a_ different 
neighborhood. His office is larger 
and differently appointed. He prob- 
ably moves in different social cir- 
cles. All these differences proclaim 
the gap between him and his subor- 
dinates, and lead the subordinate 
to be skeptical of his superior's abili- 
ty to understand and sympathize 
with his problems. The executive 
interviewer must, therefore. prove 
his understanding and empathic 
ability. His job spells “psychological 
distance”; his behavior must counter- 
act this And, there are 
specific insights and techniques that 
will help him in this situation. 

For convenience we can divide the 
motivation to communicate into two 
kinds—extrinsic intrinsic. Ex- 
trinsic motivation that the 
communication is undertaken in or- 
der to bring about some result that 

continued on page 98 
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PROBLEMS OF TOP MANAGEMENT: Ill 





ARE YOU OVER-ORGANIZED? 














CARL HEYEL 


“Hold the span of control to six.” “Allow one personnel man for every 


100 employees.” “R&D costs should be 1 to 3 per cent of sales.” Rules of 
thumb like these are popular among many management men, but they’re 
f 4 “ - ~ * - 
4 J e;. . Y 
vr? '\ -' ‘s re} | ; 


THE OLD SAW about the overcoat more specialized functions separate from the effects of changes in b 


on the salesmans expense account— top management from the actual objectives or needs that may hav 
“It's there. but you cant see it —has work. OK curred without corr sponding 

a moral for top management. “Gen- Unless your company has recently — ganizational changes. 

eral & Administrative Expense’ can made a thorough analysis of the ac- This article will not lay down 
cover a multitude of organizational _ tivities of each of its organizational specific ratios or dollar vardsti KS 
wastes, and usually does. And fol- units, and unless corrective action for recognized activity units. Rather 


lowing the biological law that a has been taken on the basis of the — it will attempt to outline the pat 
large dog has more fleas than a small analysis, it is probably over-organ- tern of thinking that sou d mat 
dog, these wastes tend to multiply in ized to some degree. This can come agement should apply, by posing 
geometric proportion as the organi- about as a result of gradual accre- some of the searching questions 
zation grows and more and more tions, of empire-building, even of | management should ask itself about 


tiers of authority and more and nepotism in some cases—quite apart its operations. 
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Yardsticks,” in any event, are 
useful only for the most general per- 
spective, since too many variations 
exist among enterprises, and too 
much depends upon specific circum- 
stances and goals. 

kor example, a corporation with 
some $230 million annual sales of 
nationally branded household items 
has no market research department. 
The president insists that, aside 
from certain analyses performed by 
the sales department and the use of 
Nielsen ratings, no market research 
work is buried in other accounts. 
Only recently has he sensed the 
need for formalized market research 
because of problems created by iow- 
markup items of acquired com- 
panies. Contrast this with a com- 
pany selling some $4 million of anti- 
septics annually, which in a single 
year spent some $40,000 on market 
research into consumer attitudes and 
needs. 

Obviously, any 
yardstick purposes weal have to 
take into account the activities actu- 
ally performed. In the case of mar- 
ket research, for example, what is 
charged to selling rather than mar- 
ket research? To what extent does 
the work of consultants 


comparison for 


outside 


parallel that of another company s 


crews of field investigators? “One- 
tenth of 1 per cent of sales” has been 
cited as a yardstick figure for mar- 
ket research, but this is quite mean- 
ingless if the costs charged to mar- 
ket research are not detailed. 

In research and development, ob- 
viously, over-organization can _ be 
quite extensive. It can also be very, 
very costly, since the payout on any 
one project will usually be many 
years in coming. Here, also, the 
ratio of expenditures to sales will 
vary over broad and the 
often-quoted “1 to 3 per cent of sales” 
is not meaningful for a_ spe- 
cific company. The applicable man- 
agement literature reveals that set- 
ting criteria for and evaluating re- 
sults of R&D are today among man- 
agement’s most perplexing problems. 

The accounting and control func- 
tion is another area wide 
swings about averages make com- 
parisons co the practices of others 
difficult. Too little control reporting 
means that management must base 
decisions on guesswork; conversely, 
proliferating ‘control reports often 
high proportion of 
Even worse. they can 


ranges, 


too 


where 


represe nt a 
“made work.” 
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stifle action by detailing the trees 
rather than mapping the forest. 

In view of the hazards of gen- 
eralization, how can management 
assess its own situation realistically? 
The fact is that it can attain insight 
and plan corrective action by sub- 
jecting all activities to certain 
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searching questions. The questions 
offered here are applicable to any 
type of business (and to govern- 
mental operations as well). While 
the pattern is general, the answers 
will vary for the individual com- 
pany, resulting in a custom-built 
analysis. 


1. Where do we go from here? 


How do the long-range objectives 
of the company influence basic or- 
ganizational emphasis? The term 
“long-range planning” or “LRP” ap- 
pears frequently in current man- 
agement literature. Frequent use of 
the term may be new, but the activ- 
ity itself must have been going on 
in every currently successful com- 
pany for more than a decade—even 
if only under the top official’s hat. 
But unless top management makes 
a conscientious effort to spell out its 
long-run objectives in writing, or- 
ganizational imbalances and wastes 
are bound to result. For one thing, 
clear agreement on objectives will 
determine the justification for special 
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staff and research organization units 

addition to the traditional staff- 
service functions (accounting, pur- 
chasing, personnel, and so on), and 
point up the need for emphasis on 
research and development, advertis- 
ing, training, and the like. And, of 
course, basic decisions on centraliza- 
tion vs. decentralization will dictate 
the extent to which staff organiza- 
tion will be centralized or localized. 

If company policy calls for active- 
ly planned product diversification, 
this may well justify a separate 
product planning department—per- 
haps composed of only one man, 
perhaps of five—reporting to the chief 
executive. (Booz, Allen & Hamilton 
reports, “There are a number of one- 
man product planning departments, 
and one we know that totals over 
200 employees. “% 

CG ompi anies contemplating * ‘forced 
draft” expansion through acquisi- 
tion may also want to set up a spe- 
cial department (again, often one- 
man) reporting high up in manage- 
ment. Similarly, government con- 
tracts departments are justified where 
plans call for special efforts to get 
development or manufacturing con- 
tracts. 

In a large enterprise or a fast- 
expanding one, a central corporate 
planning or corporate programming 
department may be justified. But 
even in a large enterprise, only a 
small organization unit is needed. 
It should comprise a_broad-gage, 
high-caliber generalist, aide .d by 
one or two specialists and ¢ 1 small 
office staff. It obviously meld report 
to the top—and must stick to the 
basic analyses and_ interpretations 
needed for forward programming. It 
should not become enmeshed _ in 
methods and procedures that are 
properly the function of staff units 
within line departments. 


2. Is the top man spread too thin? 


Is the chief executive’s span of 
control unwieldy—that is, does he 
have too many people reporting di- 
rectly to him? (This question is also 
applicable in pent oe divisions, 
but is less likely to present a com- 
parable problem there.) Classic or- 
ganization theory is often quoted as 
limiting the maximum effective span 
of control to five, or at the most six. 
immediate subordinates, if the func- 
tions that are being coordinated in- 

continued on page 112 
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advantage of those neglected sales profit opportunities 


THESE ARE STRANGE and per- 
plexing days for marketing execu- 
tives. I know, because I spend a good 
share of my working hours talking to 
them. 

Business generally, they Il tell vou, 
is very good, Better than it’s been for 
very long at any time in the past, 
some will add. Yet marketing execu- 
tives and the whole marketing arm 
of the under greater 
pressure from above than ever before. 


business are 


The pressure isnt general. It is 
focused specifically on two points. 
The pressure is on marketing execu- 
tives to produce more sales volume. 
That's Point 1. But pressure is even 
greater, if possible, to bring market- 
ing costs down—at least in terms of 
the proportion of the sales dollar they 
represent. 

Why this tremendous pressure to 
sell more tor less? A look at Chart 
1 (overleaf), based on figures from 
an actual company, will go a long 
way toward explaining it. 

Back in 1937, this company had a 
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breakeven point just a little higher 
than $5 million annual volume. Sales 
above that level generated profits at 
al highly satisfactory rate. Ten years 
passed, and the picture changed as 
illustrated on the chart. In 1947 it 
took almost $15 
million to make the treasurer uncork 
the black-ink bottle. Add 


dizzy decade. and vou have today's 


sales volume. of 


another 


problem situation in capsule form. 
Until sales top $24 million, the com- 
pany s operations are in the red-ink 
area. 


Pressure on Profits 

The climbing cost line is putting 
pressure on profits, and it is that 
pressure on profits generally that is 
being transmitted by top manage- 
ment to the marketing division. It’s 
that pressure on profits that creates 
today's vy inexorable de- 
mands to sell more for less. 

Most companies have had _first- 
hand experience with one of the most 
unpleasant facts of life in these days 


seemingly 


ol high costs: A very slight decline 
in sales volume typically produces 


. profits. \ 


slight gap between forecasted vol- 


~~ 


a much larger decline i 
ume and actual sales can have the 
same devastating effect. 

Heres cl specific example based 
Ol} the experrence ot the Same Com- 
pany. The forecast for the last fiscal 
vear called tor $33 million in sales. 
But some uncooperative competitors 
fogged up the company s crystal ball. 
An unprecedented price-cutting pro- 
gram clipped company volume to 
$30 million. 

It had that 
million in sales would develop a re- 


been estimated $33 
spectable before-tax profit of more 
than $4 million. Sales were 10 per 
cent lower than expected. What hap- 
pened to profits? You know the an- 
swer—they fell tar lower than ex- 
pected. The 10 per cent gap between 
estimated and actual sales led to a 55 
per cent drop in betore-tax profit. 
What can the marketing executive 
do to get out of this pressure tank? Is 
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there a hatch 
through which he can climb? Many 
executives have found, often consid- 
( rably to their surprise. that there is. 
Even more surprisingly the way to- 


promising escape 


ward a low-pressure area is rather 
well marked _ for know 
how to read the markers. 

What is involved is a positive pro- 
gram of marketing cost control. Such 


those who 


a program, it has been demonstrated 
in Company after company, Is prac 
tical and ettective. Even more imMpor- 
tant, the development of a program 
tailored to the specific requirements 
of yvour business calls ror no special 
training. What is required is a skilful 
combination of two ingredients, both 
freely and easily 
ent No. | ts applied COMMNOT SeTISe., 
Ingredient No. 2 is 


? 


i] 
learn from, and appli to the manage 


available. Ingredi- 
a willingness tO 


ment of vour own marketing tasks 
the pring ipl s and lessons that have 
emerged trom the experience of other 
COMMPAalles, 

| he skele ton Progra outlined be- 
be “Heshed with the 
specifics of your own business and 
put to work for vou with a minimum 


loss of time and a minimum expendi- 


low Calh out 


ture of energy. 


Accentuate the Positive 

Lets first | 
approach to the task of reducing mar- 
keting costs. There are two common 


considel VOUr OV er-all 


approaches. One is positive, the other 
negative. 

If vou take the negative approach, 
vou consider trimming elements out 
of your marketing operation. That's 
one way te get vour costs down. You 
can reduce vour own weight, too, by 
hacking off an arm or a leg. I vou 
are interested in the survival of a 
that 


SOTNC- 


healthy organism—vour own or 
of your sales organization—a 
what difterent approac h is indicated 
[It begins with a recognition of the 
fact that marketing costs do not exist 
in a vacuum. They reitlect and are a 
tunction of the over-all! level of mar- 
keting ettectiveness already achieved. 
To reduce relative marketing costs in 
a wavy that pays off, concentrate on 
finding positive ways of increasing 
marketing eftectiveness 

That means getting more sales vol 
LiTne trom a sales force ot the Salhe 
Size, OF more sales trom sub par 
sales territories. Or more volume on 
high-profit products rather thaa low 
profit ones. It is no more complicated 


and complex than that. Otten. before 
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Sales Doilars 


vou can move in this positive direc- 
tion, you must remove a major obsta- 
cle. That obstacle is a tendency to 
feel defensive about how well you 


are doing different parts of the mar- 
keting task now. 

You can paste this in your hat: No 
matter how well you are doing, over- 
all, there are areas in which improved 
performance is possible. That im- 


proved performance will reduce 
relative costs and take much of the 
pressure out of the top-management 


demand to sell more tor less. 


The Cost-Results Relationship 


In the job of increasing your mar- 
keting effectiveness, one additional 
vital point should be kept in mind: 
the relationship between cost of any- 
thing you do—in specific areas ol 
marketing, or in this area of increas- 
ing your marketing eftectiveness— 
and the results of that cost expendi- 
ture. 

There is only one reason to spend 
a dollar on marketing, whether that 
expenditure is for an additional 
salesman, for advertising, for mar- 
keting research, for tabulating equip- 
ment, or what have vou. Here’s the 
rule to remember: You should au- 
thorize an expenditure only when it 
is your considered judgment that the 
result will be a contribution to profit 
substantially in excess of its cost, 


YUN'S 


within a reasonable time period. 
Your concern is with increased pro.- 
it, remember—not increased sales. I 
a proposed expenditure cannot meas- 
ure up on that cost-results scale, for- 
get it. Save your money. 

This basic viewpoint prejudices 
you in favor of a lean approach to 
vour marketing program. And that’s 


good. 


Getting Started 


Now let’s begin to build the lean 
framework of an effective program 
for achieving reduced marketing 
costs through increases in marketing 
productivity. Where should you start? 

That question is authoritatively 
answered by the results of an Ameri- 
can Management Association study 
(Research Report No. 22) which ex- 
plored the relative Importance and 
value of specific activities in market- 
ing planning and control. Out of a 
list of 37 specific activities, a sample 
of 180 large, well-managed compan- 
ies singled out one as “most impor- 
tant” more frequently than any other. 
What was that activity? “Analysis of 
territorial sales opportunities or po- 
tentials.” Not far behind in rank was 
this closely related function: “Meas- 
uring territorial variations in sales 
vield, market share, sales efttective- 
ness.” 

Those two activities fit together 
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like a hand and a glove to provide 
the start of a fact-based program tor 
increasing marketing eftectiveness 
and reducing relative marketing 
costs. The relationship between them 
is close and obvious. First, you meas- 
ure the potentials—the opportunity 
to make sales—in your different ter- 
ritorial units. With those potentials 
established, you then compare what 
vou are selling in each territorial unit 
with what vou should be selling. 
Guided by a factual picture of the 
variations in territorial sales per- 
formance, you next proceed to do 
something about it—to pinpoint the 
causes of weakness in the sub-par 
territories, and to take eftective ac- 
tion to overcome that weakness. 


Needed: A Market Index 

Let's get a bit more specific about 
this. Just how do you measure terri- 
torial sales oppor tunities? The answer 
is that you use a tool now widely 
adopte d in marketing and analysis 
work—a market index. We might de- 
fine a market index as a yardstick 
for measuring the relative sales op- 
portunity in different territorial units. 
There are two basic types of 4 irket 
index—general and specific. A gen- 
eral market index (such as “buying 
power, total retail sales, or even 
population ) is assumed to reflect the 
presence or absence of the opportun- 
ty to sell a wide variety of products. 

\ specific market index is one which 
reflects the opportunity only for a 
specified type of product. 

It is important to select an index 


that comes as close 
your own particular product in 
tern, because there are 
tions from product type to product 
selling a 


as possible to 
pat- 
wide varia- 


Vou were 


type. 
product to be used on automobiles. 
like seat Total 
registrations would prov ide an excel- 
lent market better than 
population, because population Va- 
quite inde pendently of 
. Thus in Manhattan 
but be- 


distances. 


Suppose 


covers. automobile 


index—far 


ries widely 
automobile sales 
there are ple ntyv of pe ople, 
cause ot vene rally short 

the excellence of loc al transportation, 
and the scarcity and high 
garage space, automobile ownership 
per capita is low. In contrast, it is far 
higher in Los Angeles, where the op- 


cost oft 


posite conditions prevail. 

Or suppose you were selling some- 
thing like anti-freeze or auto detrost- 
ers. You would begin with automo- 
bile registration figures and then 
modify them for climatic factors, re- 
ducing the registration figures in 
Florida, for example, and boosting 
those in Minnesota. 

There are a wide range of market 
index possibilties open to you—in 
governmental sources, from trade as- 
sociations, and from publications such 
as Sales Management magazine's an- 
nual Survey of Buying Power issue. 

All you need in order to identify 
the territories that represent the most 
inviting opportunities for profitable 
expansion of sales volume is an index 
that offers a reasonable promise of 
approximating the sales opportuni- 
ties for the product or products in 
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MEASURING TERRITORIAL 
IN SALES PERFORMANCE 


(Assumed Company Volume in 
Year Analyzed: $10 Million) 


Percentage of U.S. potential 
in district (from market 
index ) 

index 


Sales par (market 


times sales) 


Actual sales (from company 
records). . 


Index of sales performance 





VARIATIONS 


SALES DISTRICT 
Cleveland Cincinnati Chicago 











8.791 


$532,400 $433,300 $879,100 


330,620 446,304 721,741 


62 ): 82 
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With that 
this 


which vou are interested. 


index in mind. vou then follow 
series of steps toward improved 
Chart 2 


illustrates these in specific terms. 


ritorial sales performance. 


What to Look For 
Determine territorial 
You breaking 
market index by sales territories. dis 
tricts, | Then you 
know the potential, territory by tel 


potential 


begin by down your 


regions and SO On. 


ritory. As a generalization, sound 
marketing practice calls for territories 
1 potential 
2 Tlustrates the 
districts— 


and Chic avo 


that are as nearly equal i 
Chart 
three 
Cleveland, Cincinnati 


as possible. 
situation in sales 
with the relative potential indicated 
on Line l. 
Determine actual volume. The po- 
tential figures show territorial 
volume should be divided. The 
step is to determine (usually without 
difficulty, from existing sales records ) 
how volume actually is divided. The 


how 


next 


actual sales figures for each of the 
three districts are shown on Line 3. 

Calculate sales par. 
easy comparison of the volume you 
are getting from a territory and what 


it is onlv nec- 


To make an 


you should be getting, 
“sales par tor 


essary to develop a 
each territory—the dollar volume you 
would be getting if the level of sales 
performance were exactly as high as, 
and no higher than, your national 
level. To get the sales par of a ter- 
ritory, you multiply the market-index 
percentage (Line 1) by the com- 
pany s total volume for the time pe- 
riod being analyzed. In the example 
given in Chart 2, that figure is $10 
maillion. The resulting sales par fig- 
ures are shown as Line 2. 

Measure variations. The next step 
is to reduce territorial variations in 
sales performance to a meaningful 
basis that is simple and easily under- 
stood. Many companies use an index 
figure for this purpose. An index of 
sales performance (or PI tor “per- 
formance index’) is determined by 
dividing actual sales for a territory 
by the par for that territory. This has 
been done for the three districts 
shown in Chart 2, and the result 
(expressed as a percentage ) is shown 
on Line 4. 

What you are doing in this sales- 
control approach is determining how 
individual territories vary in 
their performance, with your over-all 
company performance level as a 


sales 


continued on page 16 
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MELVIN MANDELL, /ndustrial Editor 


A few years back, precise purity levels 


were a matter of practical interest to only 


a small minority of manufacturers. But 


new times and technology have taken purity 


out of the laboratory and put it to 


work on the production line —to the 


profit of consumer and producer alike. 


AT AN ever-increasing pace, profit- 
able new products, new companies, 
and even new industries are evolv- 
ing from advances in industrial puri- 
fication. For many companies today, 
new purity levels may open up new 
markets and provide opportunities 
for higher profits. 

On the 


maintain present levels of purity can 


negative side, failure to 


lead to the loss of present profits. For 


the producer of raw materials, a 
below “spec batch can mean the loss 
of customers. For the user of raw 
materials, impure raw materials can 
mean detective end products. [n- 
creased awareness of the problems 
and opportunities connected with in- 
dustrial purity has led some over- 
eager manufacturers to pay for more 
than 


and expensive drain on a company s 


purity they need—an elusive 
resources. 

No matter what the product, pro- 
ducing or using the proper levels of 
ettort 
among all departments. In a mate- 


rial-producing company. 


purity calls for coordinated 
seologists 


must locate basic raw material de- 
posits of the best quality; process de- 
signers must develop plants that can 


use lower-grade inputs if need be: 
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researchers must con- 
stantly seek new ways 
to meet customer de- 
mands for higher pur- 
and 
must 


ity; production 
quality contro] 
meet customer speci- 
fications; the sales- 
men must locate mar- 
kets tor the 
grades produced; and, 
lastly, the traffic man- 
that 
products are shipped — tr 
that 


contaminate 


various 


Process 1S 
ager must see 
In containers 
wont 
them. In a material- 

using company, the purchasing agent 


must buy materials that are neither 


more nor less pure than the engi- 
neers specify; production men must 
take care not to contaminate the ma- 
terial while it is in process; and re- 
searchers must be constantly seeking 


ways of using lower-grade, less ex- 


pensive materials, or justifving higher 
purity. 

And the top executives in both 
have to keep all these people on top 
of the purity problem, and give their 
efforts the necessary support. 

Why is there so much more con- 


DUN’S 


a variation on zone refining, 


Niobium under purification by “cage zone melting” in an evac- 
uated bell jar at Westinghouse Research Laboratories. This 


a new purific ation 


technique that should find greatest use in the chemical indus- 
Because of its high melting point, pure niobium is use- 


ful in the construction of missiles, jets, and nuclear reactors. 


cern today—some technical people 
say there is too much—about purity 
of materials? First, never before has 
technology demanded so much of 
them. Even with all the new mate- 
rials, such as plastics, that have been 
developed and all the new combina- 
tions of older materials and new 
ways of preparing them, many de- 
mands for increased strength, corro- 
sion resistance, or performance at 
new extremes of heat or cold remain 
to be met. One important way to gain 
new improved properties or to allow 
materials to be worked closer to their 
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ultimate capacities is to remove im- 
purities. The results can be spectacu- 
lar. Titanium was considered a use- 
less, brittle metal until most of the 
impurities were removed. When zir- 
conium was purified by the removal 
of hafnium, its great use for nuclear 
reactors became apparent. Electroly- 
tic refining of copper improves. its 
electrical conductivity by 100 per 
cent. 

Still more gains will be made as 
other materials are further purified. 
Refined to extreme purity ina French 
laboratory, aluminum turned out to 
be as ductile as lead. Although a com- 
mercial grade of that purity may 
never be marketed, it’s significant 
that the Aluminum : 
America has just raised the purity of 
its ordinary pig aluminum from 99 


Company ot 


per cent to 99.9 per cent. 

Another reason for concern about 
impurities is the increasing complex- 
ity of plant processes. With more 
steps, opportunities multiply for im- 
purities to gum up the process. 


“Impurities” May Be Needed 


A third reason for the current in- 
terest in impurities is that their role 
in materials is better 
Many substances that were once con- 


understood. 


sidered trace impurities are now rec- 
ognized as essential ingredients or 
catalysts. For example, when the 
purity of nitric acid was raised to 
meet the demands of the chemical 
industry, brass fabricators ran into 
trouble. Brass dipped into a bath of 
nitric sulfuric acids wouldnt 
brighten as usual. A small amount 
of hydrochloric acid, always consid- 
ered an impurity in the older grade 
of nitric, 
brightening. Now the fabricators, in 
effect, “contaminate all the nitric 
acid they buy with hydrochloric. 
Chemist W. Stanley Claubaugh of 
the National Bureau of Standards 
says there is still a lot to learn about 
this catalytic action of so-called im- 
purities in many reactions, and as 
scientific knowledge grows, much 
progress can result. It is cheaper to 
eliminate offending impurity 
than to try to eliminate all. 
Researchers are now finding im- 
purities that no one knew about be- 
fore, thanks to mass spectrometers, 
activation with 
topes, spectroscopy, and dozens of 
other new devices and skills. There 
is also a new kind of impurity around 
that few had to contend with before 


and 


was found essential to 


one 
radioiso- 


analvsis 


1 
\ ¢ d y\ 


CHEMICALS: Very tew impurities can be rem 
Svlvanias Towanda, Pa.. plant Lumps of phosph rs 
der ultraviolet light. High-purity phosphors are ne 


cathode rav and TV picture tubes [Impurities must be 


» 


METALS: This Direct Reading Spectrometer at Ford’s River Rouge plant tells the techni 
just what the components and the impurities are in the metal sample burning a 
The dials on the $80,000 instrument, made by Baird-Atomi 


The machine, whic h Cal be sensitized to a variety ot met ils It} ikes the test In 


; read dire CTILV 


PLASTICS: Not all impurities are molecular in size. At Acheson Dispersed Pigments Co., 
Philadelphia, this RCA elec tronic met i] detec tor signals the attend int whi I} the 
polvethylene passing under it contains foreign metal particles. Not only are customers 


Oranular 


protected, but Acheson is warned when some processing machine is wearing excessively 


=n 





World War II- radioactivity. \s 
atomic energy and radiation process- 
ing (see DR&MI, August 1957. p. 47 ) 
economic reality, they 
will breed new problems. Purity of 
fuel containers in nuclear 
is critical. If the metal that encases 
the uranium fuel corrodes, the uran- 
ium could run out and contaminate 
the system. Not only is decontamina- 
tion expensive, but there is always 
the remote possibility of a catastro- 


become an 


reactors 


phic explosion. 


How Pure Is Pure? 
“Purity” and “impurity,” of course, 
are relative terms. Despite the easy 
avowals of “absolutely pure” in con- 
sumer advertising, there is no such 
thing as absolute purity in industrial 
or consumer products. What may be 
pure to a soap manufacturer is 1m- 
to a metallurgist who works at 


And the 


achiev- 


pure 
the 99.995 per cent level. 
electronics industry is daily 
ing such miracles of purity on the 
production line (reducing impurities 
to parts per 10 billion) as to make 
other levels of purity seem like gross 
contamination. In eftect, the 
tronics industry is introducing a new 
concept of purity in industrial prod- 
ucts. By purifying materials in pro- 
duction to levels that other industries 
can't even achieve in the research 
laboratory, it is stimulating other 
technologies to new and _ profitable 
efforts. 

In many cases, what is an impurity 
manufacturer may be an es- 

another. In 
example, the 


elec- 


tor one 
sential ingredient tor 
marketing lead, for 

presence of copper is crucial. To the 
who extrude lead _ into 
pipe, copper is a contaminant that 
makes the material difficult to work. 
To makers of lead-lined chemical re- 
essential to make 


customers 


actors. copper iS 
the lead more resistant to corrosion. 


How Impurities Differ 


Most of the impurities that are of 
concern to industry are of molecular 
size and evenly distributed through- 
metals they 
limiting 


out the substance. In 


rest between ervstals. 


strength and corrosion resistance. In 


other materials, they affect all sorts 
of properties- -polyme rizing ability, 
for example, in the hydrocarbons 
that are formed into plastics. 

But some significant impurities are 
r homogeneous. Bet- 
‘they 


not molecular o 
ter classified as “foreign bodies, 
mav be bits of metal. for example, in 
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plastics and textiles. If the material 
electrical insulator. 
constitute a 


is used as an 


these foreign bodies 
harmful impurity. 
[Impurity levels can change with 
Many materials absorb gases 
and or moisture, 
ly affect their performance. Such ma- 
terials require special treatment or 
coatings during fabrication or in 
service to prevent absorption of im- 


time. 
and these can great- 


purities 


The Growing Role of Research 

As purity requirements rise, manu- 
facturers to whom purity is impor- 
tant will do well to supply them- 
selves with the most imaginative and 
experienced researchers. Getting re- 
sults with extremely pure materials 
is more art than science, according 
to Dr. M. Perkins, in charge ot 
pure metal development for Ameri- 
can Smelting and Refining. Purity is 
affected by temperature, humidity. 
reaction time, crucibles, cooling, and 
dozens of other factors. To maintain 
levels from day to day, elaborate 
records—a sort of “family tree’—must 
be kept, with data on such questions 
as: When was the experiment start- 
ed? What were the ambient condi- 
tions? Who supplied the chemicals? 
Did the experiment run_ straight 
through, or was it halted overnight 
or over the week-end? 

And the researchers must be pro- 
vided with elaborate and expensive 
tools. In some cases these costly in- 
struments are needed because there 
is no wet chemical analysis of com- 
parable accuracy. In other situations. 
the instrument does the job much 
faster than it could be done by classi- 
cal methods. Most of the instruments 
run into tens of thousands of dollars, 
but as a rule they are long-lived and 
nearly maintenance-free. In addition, 
readily available from 
American manufacturers — although 
instruments, like the electron 
microscope, are also being imported 
from Germany and fi apan, 

The laboratory environment must. 
of course, be carefully controlled— 
practically all the new ones being 
built are fully air conditioned. Even 
the walls require special treatment. 
In one industrial lab, every time the 
scientists ran a spectrographic anal- 
vsis, they were puzzled to detect cal- 
The mvsterv was solved when 


most are 


SOTHeC 


cium. 
they discovered that the walls were 
calcimined. 

Manufacturers concerned with the 


DUN’ 


purity of their product must expect 
their engineering process design 
departments to keep track of new 
refining techniques in other indus- 
tries, even in completely unrelated 
fields. Developed to refine — ger- 
manium to incredible purities for 
transistors and other electronic de- 
vices, zone refining (see photo on 
p. 44) is one of the techniques that 
is meeting an enthusiastic reception 
outside of its original home. Accord- 
ing to Dr. Earle E. Schumacher, top 
metallurgist of Bell Telephone Lab- 
oratories, zone refining should even- 
tually find most application in the 
Among the chemi- 
been refined 


chemical industry. 
cals that have already 
experimentally by the new process 
are naphthalene, benzoic acid, py- 
rene, anthracene, benzol, and fatty 
acids. 

Interest in the 
spread. Among those who have ap- 
proached W. G. Pfann, the brilliant 
inventor of zone refining, for infor- 
mation are a wax producer, a large 
manufacturer of inorganic chemicals, 
a TNT manutacturer in search of a 
better explosive, and a mining en- 
gineer seeking to concentrate pre- 
cious metals. 

Vacuum-melting is another one of 
the exciting new purification proc- 
esses. Usually all air is removed from 
a chamber and the material melted 
in an extremely high vacuum, but 
sometimes an inert gas atmosphere 
is used. Then the purity of the inert 
gas becomes significant. Titanium 
must be melted in the absence of air 
or it is worthless, and even some 
steels are being vacuum-melted to 
exclude weakening gases. 


process is wide- 


Maintaining Purity in Production 


The role of production and qual- 
ity control people in maintaining 
purity is obvious—and crucial. If 
they don't insure the proper grade of 
purity, all the other efforts are lost. 
One factor that makes productions 
job even harder is the generally de- 
clining quality of our natural re- 
Crude oils are sourer, and 
metal ores contain metal and 
more impurities per ton. The days 
when the steel industry could prac- 
tically dump ore from the Mesabi 
range right into its blast furnaces are 
past. To complicate matters, the sur- 
rounding air and waters are more 
polluted than ever. 

As compensation, the production 


sources. 
less 


continued on page 122 
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_ FOURTEEN 


IMPORTANT 
On Oe 


IN 24 WHOLESALE LINES 


How sound is your company’s financial 
health? How does it compare with that 
of other companies in your line of busi- 
ness? You won’t, of course, find the 
answers merely by checking your oper- 
ating ratios against those of your com- 
petitors. Discrepancies may or may not 
be significant—but it is always well to 
know when they exist, and why. 


Net 


Ne Net 
Current Net Profits profits S hoo tis 
Line of Business Assetsto Profits on Tan- 4. Net Tangible 
(and Number of Businesses) Current on Net gible Wke : Net 
Debt Sales Net tg é 
Worth Cap Worth 
Times Per Cent Per Cent Per Cent Times 


FOR 24 WHOLESALE TRADES—1956—MEDIANS 


Automobile Parts and 


: 2.98 1.93 8.07 10.94 3.81 

Accessories (190) 

Baked Goods (49) 1.68 2.18 11.95 40.71 5.07 

Cigars, Cigarettes, 2.29 0.39 5.59 669 13.48 
and Tobacco (77) 

Confectionery (23) 3.50 1.67 9.07 13.87 6.33 

eS 2.40 159 8.73 9.91 5.38 
Sundries (70) 

Dry Goods (158) 3.15 0.93 4.04 4.90 4.09 
See Oe ae as 

as 2.23 1.55 8.56 10.20 5.70 
and Supplies (121) 

Fruits and Produce, 312 1.49 927 14.50 10.15 
Fresh (5O) ' . +o e. a i 

Furnishings, Men’s (29) 3.33 1.38 3.96 5.07 2.84 

Gasoline, Fuel Oil, and 

Groceries (254) 2.76 0.63 yy 7.53 






NOVEMBER 1957 


Pe 


The 14 Important Ratios, first com- 
pleted on 1931 financial statements by 
Roy A. Foulke, of Dun & Bradstreet, 
Inc., and since then compiled under his 
direction, offer a unique yardstick for 
business men. The Ratios for retailers 
appeared in last month’s issue; manu- 
facturers’ ratios will be published in De- 
cember. 


; Fixed Current Tota! Inven- 
S — Average Net Assets Debt Debt tor 
aies to .* , q 
Niet Collec- Sales to to to to t 
W i tion Inven- Tangible Tangible Tangible Net 
C. oe - Period tory Net Net Net Working 
apa Worth Worth Worth Capita 
Times Days Times Per Cent Per Cent Per Cent Per Ce 
AND OLARTILES 
4.87 39 5.3 13.9 43.3 73.3 89.0 
17.02 13 25.0 72.8 37.1 89.5 $3.9 
17.53 15 22.1 12.4 58.1 108.9 80.3 
8.56 24 17.5 8.1 24.1 29.1 60.5 
6.98 32 7.8 11.7 62.9 93.7 89.4 
4.90 46 5.9 4.4 38.9 70.3 69.9 
6.60 42 7.6 11.2 65.7 105.4 $2.8 
16.14 19 45.8 19.7 23.1 84.4 30.1 
3.21 52 4.4 3.9 31.8 72.4 68.6 
14.36 33 20.8 38.4 45.0 126.5 58.4 
10.57 16 10.2 13.7 46.3 93.6 96.9 
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SALE 
LINES 


important ratios 


Fixed Current’ Total Inven-  @qrrent Funded 

Net Assets =" “~~. tory Debt Debts 
Collec- Sales to to to a to 
tion Inven- Tangible Tangible Tangible Net Net 
Period tory Net Net Net Working Wkeg. 

Worth Worth Worth Capital Capital 


Per Cent Per Cent Per Cent Per Cent Per C ent Per Cent 


QUARTILES _ 
19. 7 41.1 
34.5 61.5 88.0 
63.7 130.9 110.4 

2. ss Se 
42.7 56.0 72.1 
72.7 161.8 OY 6 
74.4 69.1 

127.9 89.4 

182.9 128.3 

23.1 47.8 - 

36.5 65.7 

78 3 


Net 
Profits 
on Tan- 

— 


Net 
Sales to 
Tangible 

Net 

Worth 


Net 
Sales to 
Net 
Working 
Capital 


Net 
Profits Average 
on Net 

Wkg. 

Cap. 


Net 
Profits 
on Net 
Sales 


Current 

Assets to 

Current 
Debt 


Line of Business 


(and Number of Businesses) Inven- 


Ne 
W an tory 


Per Cent Per Cent Per Cent Days 
FOR 24 WHOLESALE TRADES—1956—MEDIANS AND 
2.79 10.87 11.51 47: ) 9 
3.40 1.7 6.32 a4 
2.43 1.19 3,99 RR 595 0! 44 
H 774 +2~QO 58 544 §31 7.45 a 

osiery anc 

Underwear (37) >) a wor : 38 

| lol | a 

Household Appliances, 0 pe 

Flectrical (100) = 3 


Times Times Times Times 


30.7. +#2+72«.5 
49.3 17.0 
72.4 30.5 

“40.1 £58 

62.0 20.3 
QR 9 36 3 
66.1 108 

96.4 20.4 

132.8 32.5 
356 96 
59.2 17.8 
QR 27.3 


45.0 _ 


71.0. 


4 


9 Be 
deco 


ae 


Hardware (199) 


md 


aad 


AS sO! : | 
led ws! WO oo] BW 


44.5 
80.9 


129 9 


nm 


—s 
a HO _) 
. 


Iron and Steel Sheets, 
Strips, Bars and 
Plates (60) 


es 
iw u 


Lumber (96) 


6. 
3. 77.9 
2 | 


A 
4 


19.0 
32.5 
58.5 
20.4 
62.4 
74.0 


10.1 


lumber and Building 
Materials (90) 


Meat and Poultry (37) 


Paints, Varnishes 
and Lacquers (33) 
9 6] 


6.36 
| 4% 


79.2 20.1 


111.5 ast 


Paper (130) 


I 


16 0 


58.6 


82.9 


x 


5.44 6 6 


Plumbing and : sai , 
Heating Supplies (140) “19 F : oa ye 


1@ 


2.95 
7 59.4 
100.2 
143.4 


fe 


Men's, 8] 9) > Je 4 33 6.29 


Shoes. 32 
5.09 51 
3 47 6) 


Women’s and (55) 
Children’s 


Hh od dm Ved PU 


4 
wT. 


14.5 
26.0 


69.2 
819 11.342 99. 5. 56.8 

6.49 8.95 35 3. 83.1 
{) 3() 2 Rz 462 5 &9 ae | ) 3 >2 : 125.9 


x O6 Y (—)/ 40) 


a 
_— 


Wines and Liquors 2.10 
1.57 
19.2 
48.3 
90.4 


x 48 


1.97 


467 


Womenswear, Coats, +60 1.56 
Suits and “a. 0.50 4.75 6.19 58 9.6 


Dresses (31) () 334 > 54 3 99 69 4.8 
WHOL ESALE GROCERS—BY SIZE (TANGIBLE NET WORTH) C LASSES— MEDIANS ONL Y 


Under $200,000 2.30 0.57 5.57 6.09 9.88 10.38 16 9.8 11.8 60.7 98.1 111.6 
$200,000-$ 500,000 2.90 0.64 5.56 7.67 7.38 10.96 14 10.2 12.6 42.0 77.8 90.2 
Over $500,000 2.69 0.67 6.18 10.34 7.18 11.51 19 11.8 18.9 49.4 93.4 99.3 


DEFINITIONS OF TERMS tory less any reserves, listed securities when not bad debts: after miscellaneous: reserves and ad- 

THe Ratios—The data used are based upon in excess of market. State and municipal bonds —justments; but before dividends or withdrawals. 
a representative sampling with a tangible net not in excess of market, and United States Net Sates—The dollar volume of business 
worth which only occasionally is below $50,000. Government securities. transacted for 365 days net after deductions fe~ 

« The center figure for each of the twelve CURRENT Desr—Total of all liabilities due returns, allowances, discounts from gross Salcs. 
lines 1s the median. The other two figures in within one year from statement date including Net SALes TO INVENTORY The quoticn 
each line are quartiles: for each ratio they indi- current payments on serial notes, mortgages, obtained by dividing the annual net sales b) 
cate the upper and lower limits of the expe- debentures, or other funded debts. This item the statement inventory. This quotient does 
riences of that half of the concerns whose ratios also includes current reserves such as gross re- not represent the actual physical turnover, 
are nearest to the median. When any figures are serves for Federal income and excess profit which would be determined by reducing the 


1956 


listed in order according to their size, the me- taxes, reserves for contingencies set up for spe- annual net sales to the cost of goods sold, and 
dian is the middle figure (same number of items 
from the top and the bottom) and the quartiles 
are the figures that are located one-quarter and 
three-quarters down the list. 

COLLECTION PeERIop— The number of days that 
the total of trade accounts and notes receivable 
(including assigned accounts and discounted 
notes, if any) less reserves for bad debts, rep- 
resents when compared with the annual net 
credit sales. Formula—divide the annual net 
credit sales by 365 days to obtain the average 
credit sales per day. Then divide the total of ac- 
counts and notes receivable (plus any discounted 
notes receivable) by the average credit sales 
per day to obtain the average collection period. 

CURRENT Assets—Total of cash, accounts 
and notes receivable for the sales of merchan- 
dise in regular trade quarters less any reserves 
for bad debts, advances on merchandise, inven- 
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cific purposes, but does not include reserves for 
depreciation. 

Fix—ED ASSETS 
of land and the 
buildings, leasehold 
furniture, machinery, 

FUNDED Desr— Mortgages, 
tures, gold notes, serial notes, 
tions with maturity of more 
from the statement date. 

INVENTORY—The sum of 
terial in process, and finished 
does not include supplies. 

Net Prorits—Profit after full depreciation 
on buildings, machinery, equipment, furniture, 
and other assets of a fixed nature; after reserves 
for Federal income and excess profit taxes; after 
reduction in the value of inventory to cost or 
market, whichever is lower, after charge-offs for 


Ihe sum of the cost value 
depreciated book 
improvements, fixtures, 
tools, and equipment. 

bonds, deben- 
or other obliga- 


than one year 


raw material, ma- 
merchandise. It 


DUN'S 


values of 


then dividing the resulting figure by the state- 
ment inventory. 

Net WorKING CaApitTAL—The excess of 
current assets over the current debt. 

TANGIBLE Net WortH—The sum of all out- 
standing preferred or preference stocks (if any) 
and outstanding common stocks, surplus, and 
undivided profits, less any intang:ble items in 
the assets, such as good-will, trademarks, pat- 
ents, copyrights, leaseholds, mailing list, treas- 
ury stock, organization expenses, and under- 
writing discounts and expenses. 

TURNOVER OF TANGIBLE Net WortTH—The 
quotient obtained by dividing annual net sales 
by tangible net worth. 

TURNOVER OF Net WorKING CaApPITAL—The 
quotient obtained by dividing annual net sales 
by net working capital. 
tLosses 
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HOW MUCH MONEY ARE“YOU/LOSING TODAY 
THAT YOU CAN BY\7ZSEycLiced BY BETTER 
emo 
MATERIALS HANDLING METHODS & EQUIPMENT? 











If you haven’t the answer to this all-important profits question, 


better get it right away! 


For many years, Palmer-Shile engineers have been called in by 





[ parent we. |i 
7,704,375 


management to analyze materials handling problems, to suggest 








cost-saving methods and equipment exactly suited to specific 








needs. Hundreds of companies, in widely diversified fields, have 














discovered what important materials handling economies can be 








realized by following the recommendations of Palmer-Shile. 























We design and manufacture, to customer requirements, all kinds 





of materials handling equipment in any quantities, including racks, 


pallets, skid platforms, boxes, box and barrel grabs and tilts, 





trucks, carts, work tables, storage bins, tanks and a multitude of 


other items. 





Profits you lose today can be yours tomorrow by more 
efficient materials handling. So why delay? Get the 
answer. CONSULT PALMER-SHILE. 





DESIGNED AND MANUFACTURED BY 


® ANY SIZE _ = - ui —) & ; e 
@ ANY CAPACITY =| : i ‘ 


@ ONE OR 


ANY QUANTITY "7 
© ENGINEERED TO 16034 Fullerton Avenue, DETROIT 27, MICHIGAN 

MEET YOUR . 

REQUIREMENTS 126 Dartmouth $t., BOSTON 16, Mass., COmmenwealth 6-0570 © 1209 Burlingame Ave., BURLINGAME, Calif., Diamond 
2-0823 © 612 N. Michigan Ave., CHICAGO 11, ILL., AUstin 7-8599 © 857 Leader Bidg., CLEVELAND 14, Ohio, SUperior 
1-3235 © 3301 Walnut $t., DENVER 5, Colo., Alpine 5-3984 © 202 Genesee Bank Bidg., FLINT, Michigan, CEdar 8-688! « 
2609 S. Broadway, FORT WAYNE, Indiana, KEnmore 5408 ¢ 1224 No. Capito! Ave., INDIANAPOLIS 2, Indiana, MElrose 
5-2587 © 6440 Fleet S1., LOS ANGELES 272, Calif., RAymond 3-3733 © 647 W. Virginia St., MILWAUKEE 4, Wis., BRoadway 
1-9860 @ 5107 Columbia Ave., ST. LOUIS 9, Mo., PRespect 1-1474 © 199 Main St., WHITE PLAINS, N. Y., White Plains 6-1354. 





NEW WAY 


Pleasant-to-touch, glare-reducing 
dashboard finished with a vinyl dispersion 
that creates its own patterns. 


For stamped, light-metal luggage; 
instrument cases; office-machine 


housings... 


TO UPGRADE YOUR PRODUCTS: VINYL COATINGS 





For “leather-like” 
coverings for metal 
desk, file cabinets, 
and office 
appointments... 


Thin, leathery, “textured” finishes for metal 


Monsanto manufactures a wide 
variety of plasticizers and Opalon® 
resins for formulators of these 
high-quality vinyl dispersions. 


Something new in metal finishing: 
leather-like, warm-to-the-touch fin- 
ishes that heat-cure to a textured fin- 
ish. It’s actually “texture in paint!” 
The base material: abrasion-resist- 
ant vinyl (of hard-wearing floor-tile 
fame) formulated as a dispersion for 
spray or dip coating. A single coat 
provides the complete finish. You can 
specify any shade or tone of color. 


Short heat-cure at moderate tem- 
peratures adheres the viny! perma- 


nently to the metal. These vinyl- 
dispersion finishes are so flexible, 
adhere so tenaciously, that pre- 
finished sheet metal can be stamped 
to shape without need for final 
finishing. 

Write for sources of vinyl in liquid 
form for coating metal, glass, or 
wood. Get a head start on investi- 
gating the profitable ways to use 
these new, textured, leathery fin- 
ishes. Write today! 


Organic Chemicals Division 
MONSANTO CHEMICAL COMPANY 


Dept. DRSP-2, St. Louis 1, Missouri 


Where Creative Chemistry Works Wonders for You 
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WHEN PRESIDENTS DECIDE 
continued from page 35 






































































































siders his major decision as presi- 
dent “the recommendation to the 
Board to make a huge investment in 
a new, complex field, against well 
entrenched competitors, with slight 
chance of black figures for five 
vears. Another man describes a sim- 
ilar decision: “To commit the com- 
pany to an all-out research, product, 
and personnel development and di- 
versification program at the expense 
of immediate profits.” Others say: 
“Stressing electronics—and spending 
to this end,” “To aggressively expand 
our line of products through re- 
search effort and through acquisi- 
tion, and “Acquisition of several 
properties that have proven very 
profitable. Each of these had been 
failures for the original owners.” 
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Diversify or Not? 

Closely related to expansion and 
acquisition have been diversifica- 
tion decisions. One man says his 
major decision as president has been 
“broadening the line, offering lower- 
and medium-priced equipment as -_ ? = 
well as high-priced.” Another man's 
major decision has been setting D 4 te? 

“marketing policies tor an entire new 

line of electronic equipment.” There On WALTC 7 VNC 

have been retrenchment decisions, eee 
too, such as “to drop a major line ‘ , 
of products” and “closing the com- in vestiga fe 
panys largest (but oldest) plant.” 


These are decisions that roll with o it 
LOSED ciRCY 


the currents of the economy, and ® 
some companies have had to switch i& # 
products in midstream. The biggest 


decision of one company president INDUSTRIAL TELEVISION 
has been to “change the nature of 
the age-old business.” 

Reflecting their own growth in an 


LULUAUUUUULUUUUIIIIY 


| | os Se ea 
Cea 


6 as. Sm 
ter ote ™ 













































































Du Mont Industrial Television can save time, money, 
life and limb. It permits vision beyond barriers, or multi-vision 
expanding economy, some compa- to see many operations at once. It can also permit intimate 
nies’ major decisions have been to close-ups of dangerous operations in research and development. 


ae wegen or to ——— her Think what this means to you. Now you can have all the 
is the most commonly mentioned de- advantages of visual supervision from a central operations point. 


cision related to changes in organi- wa . 
zational structure. In the words of Du Mont Industrial Television is ready right now. 
Your local Du Mont IT contractor is prepared to demonstrate, 


one president, his biggest decision 
has been “reorganization of operat- plan, install and service a system for you... 








ing divisions and concentration ot re a ane i ca aaa a — 
administrative functions by groups Industrial Television Department, 
ot product lines. Allen B. Du Mont Laboratories, Inc., 750 Bloomfield Ave., Clifton, N. J. 

Of course, no Major decision in ["] Send me complete details. [] Arrange a demonstration. 
any area is truly separable from the 
organic working of the company as Name Title 
a whole. And no matter how imper- Company . Ake 
sonal the decision itself or the de- lia 
cision area, it operates on and City | me a 
through people. In fact, one in six 
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of the presidents mention people 

with their impor- 
tant decisions. One 
“the elimination of several 


connection most 
man §s major de- 
cision Was 
principal executives who would not 
work in harmony with the organiza- 


“bring- 


\ second savs his was 
higher type of better-trained 


tion. 
ing 

younger personnel in the executive 
Another 


decision as “an 


area. man describes his 
chiet 
change in which younger 
came Vice 
important departments. 

In addition to these important de- 


align, and 


organization 
men. be- 


Presidents and heads of 


cisions to develop, to re 
to strengthen and promote younger 
men sooner, other personnel deci- 
and suc- 
(One 


man says his major decision has been 


sions involving retirement 
cession get frequent mention. 


“insistence that ownership ( control- 
ling ) accept my) choice of successor. 
Another. 
comments, savs his most important 
“establishment of re- 


echoing several — similar 


decision was 
tirement of 
65.- Reporting his experience with 


top executives at age 


a major personnel decision, one man 
“Installing 
the ‘teamwork instead of 
the ‘big Morale im- 
provement has been enormous. 
Another president names three de- 
cisions as of equal and related im- 
‘To sell division: to 
negotiation; to re- 


states more generally: 
structure 


boss. svstem. 


portance: one 


cancel a merger 
tire or dismiss seven headquarters 
und subsidiaries executives. Among 
other major decisions mentioned by 


“Prob- 


plant and sub- 


the panelists, here are a few: 
ably the 
sequent displacement of 2,000 em- 
“To become a public com- 


balance 


closing of 


ployees ; 
pany ; 

sheet at expense of sales 
“Decisions involving product qual- 
ity : “To make all other 
secondary to 


‘Improve ment of 
and costs” 


' considera- 
tions : sales : “Institu- 
tion of a five-year Sales, Profit, 
and Capital Expenditures Objective 
Plan- 
all orders were canceled.” 

One 
making policy: 
basis of what is right in 


- and “To stav in business when 
president states a decision- 


‘To make any deci- 
sion on the 
the long run in the 
of the stockholders. 


regardless of the 


balanced interest 

employees, and 
mvself. individual 
opinions of any directors, executive, 
or consultant.” 


Decisions That Misfire 


How otten do company presidents 


major decisions go wrong? The Panel 
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PRESIDENTS ON THE PANEL 


JAMES F. CLARK 
CF Industries, Inc 
HENRY S. BEERS 
Aetna Life Insurance Co. 
JOHN A. HII 
Air Reduction Co., Inc 
GLEN B. MILLER 
Allied Chemical & Dye Corporation 
I W. WILSON 
Aluminum Company of America 
KEMPTON DUNN 
American Brake Shoe Co. 
W. G. MALCOLM 
American Cyanamid Co 
JOHN E. BASSILI 
American Enka Corporation 
JOSEPH A. GRAZIER 
American Radiator & Standard Sanitary 
Corporation 
G. S. TOMPKINS 
American Viscose Corporation 
HOWARD IL. YOUNG 
American Zinc, Lead & Smelting Co. 
l GRAY 
Armco Steel Corporation 
F. W. SPECHT 
Armour and Co. 
CLIFFORD J. BACKSTRAND 
Armstrong Cork Co 
McCLURE KELLEY 
Baldwin-Lima-Hamilton Corporation 
CARL S. HALLAUER 
Bausch & Lomb Optical Co. 
O. A. BEECH 
Beech Aircraft Corporation 
CHARLES H. PERCY 
Bell & Howell Co. 
H. W. COMFORT 
The Borden Co 
R. S. INGERSOLI 
Borg-Warner Corporation 
HERMAN W. STEINKRAUS 
Bridgeport Brass Co 
B. E. BESSINGER 
The Brunswick-Balke Collender Co. 
JOHN H. BALLARD 
Bulova Watch Co. Inc. 
JOHN S. COLEMAN 
rroughs Corporation 
California Packing Corporation 
ROY W. MOORE 
Canada Dry Ginger Ale, Inc. 
HARMON S. EBERHARD 
Caterpillar Tractor Co 
W. J. TUOHY 
The Chesapeake and Ohio Railway Co. 
W. T. BRADY 
Corn Products Refining Co. 
NEELE E. STEARN 
Crane Co. 
JOEL HUNTER 
Crucible Steel Company of America 
J. E. MARTIN 
Dana Corporation 
WILLIAM A. HEWITT 
Deere & Co. 
ROBERT G. FAIRBURN 
The Diamond Match Co. 
K. M. HENDERSON 
Ditto, Inc. 
JAMES G. SHENNAN 
Elgin National Watch Co. 
RAYMOND C. FIRESTONE 
The Firestone Tire and Rubber Co. 
WILLIAM J. CLAPP 
Florida Power Corporation 
ERNEST HART 
Food Machinery & Chemical Corporation 
JOHN H. HILLDRING 
General Aniline & Film Corporation 
HERMANN G. PLACI 
General Precision Equipment Corporation 
A.C. GILBERT, JR. 
The A. C. Gilbert Co. 
. W. KBRENER 
The B. F. Goodrich Co 
J. THOMAS 
The Goodyear Tire & Rubber Co. 
PETER GRACE, JR 
W. R. Grace & Co. 
LOUIS M. HAGUE 
Hanson-Van Winkle-Munning Co, 
GEORGE 5S. DIVELY 
Harris-Intertype Corporation 
S. F. HINKLE 
Hershey Chocolate Corporation 
DAVID PACKARD 
Hewlett-Packard Co. 
RAYMOND T. HICKOK 
Hickok Manufacturing Co., Inc. 
ROBERT J. GREENEBAUM 
Inland Steel Container Co. 
THOMAS J. WATSON, JR. 
International Business Machines Corporation 
R. C. DOANE 
International Paper Co. 
HENRY H. RAND 
International Shoe Co. 
EDMOND H. LEAVEY 
International Telephone & Telegraph 
Corporation 


mer ELE L. WINTERER 
A. & M. Karagheusian, Inc. 
JOHN R. KIMBERLY 
Kimberly-Clark Corporation 
FRED C. FOY 
Koppers Co., Inc. 
I MELVILLE STEIN 
Leeds & Northrup Co. 
EDWARD PLAUT 
Lehn & Fink Products Corporation 
GEORGE P. MAcNICHOL, JR. 
Libbey-Owens-I ord Glass Co. 
EUGENE N. BEESLEY 
Eli Lilly & Co. 
WALTER J. BERGMAN 
Lily-Tulip Cup Corporation 
R. C. BECHERER 
Link-Belt Co. 
CHARLES LUKENS HUSTON, JR. 
Lukens Steel Co. 
JAMES F. THORNTON 
The Lummus Co. 
P. O. PETERSON 
Mack Trucks, Inc. 
SYLVAN GEISMAR 
Ihe Manhattan Shirt Co. 
FRED MAYTAG Il 
The Maytag Co 
JOHN Ze ( -rlgdaiataas 
Merck & Cx 
MARTIN M. “REI D 
Mergenthaler Linotype Co. 
P. B. WISHART 
Minneapolis-Honeywell Regulator Co. 
HENRY S. REDDIG 
Minneapolis-Moline Co. 
HERBERT P. BUETOW 
Minnesota Mining & Manufacturing Co. 
FRED R. SULLIVAN 
Monroe Calculating Machine Co. 
O. PARKER McCOMAS 
Philip Morris, Inc 
ROBERT W. GALVIN 
Motorola, Inc. 
GEORGE H. COPPERS 
National Biscuit Co. 
ROBERT S. OELMAN 
Ihe National Cash Register Co. 
JOSEPH A. MARTINO 
National Lead Co., Inc. 
MILTON P. HIGGINS 
Norton Co. 
GEORGE W. BENGERT 
Norwich P harm acal Co. 
L. A. PETERSEN 
Otis Elevator Co 
PHILIP LEBOUTILLIER, JR. 
The Ottawa River Paper Co. 
BRUCE M. JEFFRIS 
The Parker Pen Co. 
BRACKETT PARSONS 
Pepperell Manufacturing Co. 
JAMES M. SKINNER, JR. 
Philco Corporation 
WALLACE L. PIERCE 
S. S. Pierce Co. 
PAUL S. GEROT 
Pillsbury Mills, Inc. 
C. W. BRYAN, JR. 
Pullman- Standard Car Manufacturing Co. 
JOHN L. BURNS 
Radio Corporation of America 
MUNDY I. PEALE 
Republic Aviation Corporation 
JUSTIN DART 
Rexall Drug Co. 
R. S. REYNOLDS, JR. 
Reynolds Metals Co. 
EDWARD A. DARR 
R. J. Reynolds Tobacco Co. 
W. F. ROCKWELL, JR. 
Rockwell Manufacturing Co. 
FRANCIS C. BROWN 
Schering Corporation 
W. M. GOSS 
Scovill Manufacturing Co. 
HENRY BLACKSTONI 
Servo Corporation of America 
J. MARK HIEBERT 
Sterling Drug, Inc. 
RUPERT C. THOMPSON, JR. 
Textron, Inc. 
D>. Tt. SIAPLES 
Tidewater O1!l Co. 
W. G. ZAENGLEIN 
Underwood Corporation 
WALTER K. BAILEY 
The Warner & Swasey Co. 
GEORGE OLMSTED, JR. 
S. D. Warren Co. 
A. KING McCORD 
Westinghouse Air Brake Co. 
GWILYM A. PRICE 
Westinghouse Electric Corporation 
WALTHER H. FELDMANN 
Worthington Corporation 
GILBERT W. CHAPMAN 
The Yale & Towne Manufacturing Co., Inc. 
H. W. STONE 
York-Hoover Corporation 
A. S. GLOSSBRENNER 
The Youngstown Sheet & Tube Co. 
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When your heavy machinery goes overseas 
talk to the people at Chase Manhattan 


Use a world-wide network of bankers-at-the-spot to help solve your import-export problems. 


When you take your international trade 
problems to the people at The Chase 
Manhattan Bank, the services of a world- 
wide network of 51,000 correspondent 
banks and branches are immediately at your 
disposal. 

Whatever, or wherever your problem, 
you get the overseas help you need from the 
banker-at-the-spot . . . the man who has an 
intimate knowledge of local trade conditions 
and knows how to make them work for you. 

This is possible because Chase Manhat- 
tan has a close personal relationship with its 
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foreign correspondents. Chase Manhattan 
and its stateside correspondents handle the 
U. S. problems of the Bank’s overseas corre- 
spondents. They, in turn, get things done 
for Chase Manhattan in their own countries. 
Such reciprocity enables you to get more 
efficient banking service in the markets of 
the world. 


Here at home, experienced men in the 
International Department sit down and talk 
things out with you personally. They work 
with you on a basis of individual analysis 
and imaginative planning. And knowing the 


right men in the right places, they can 
quickly contact the banker-at-the-spot who 
can best help you. 

If you have import or export problems 
phone HAnover 2-6000 or write to Inter- 
national Department, The Chase Manhat- 
tan Bank, 18 Pine Street, New York 15. 


THE 
CHASE 
MANHATTAN 
BANK 


( MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION ) 
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Planning 
a move soon? 


One moment, please, Mr. Manu- 
facturer. Don’t make a move to- 
ward a new plant site until you've 
checked carefully. We suggest, as 
a first step, that you ask us about 
the industrial possibilities existing 
in the Rock Island States. We’ve 
collected, collated and recorded 
all the facts you need about these 
busy, prosperous states and they 
are Yours for the asking. Address 


industrial Department 


ROCK ISLAND LINES 
La Salle Street Station 
Chicago 5, Illinois 





was asked: “Roughly, what percen- 
tage of the major decisions vou have 
made since becoming president do 
vou feel have missed the mark?” 
Some men, in answering this inten- 
sively subjective question, have un- 
doubtedly been too hard on them- 
selves. One-tenth of the men shy 
away from the question, and as 
many say they dont know. Another 
fifth of the group hedge on evaluat- 
ing their decision error statistically. 
But of the six in ten men game 
enough to guess the percentage of 
their major decisions which have 
missed the mark, there is a margin 
of error ranging from 5 per cent for 


one man to 40 per cent for another. 
Of this group, nearly half say that 
up to one-fitth of their decisions have 


misfired. 

\ substantial number of the panel- 
ists say they are too new at their 
jobs to know. and others feel that 
while minor decisions mavy 
have gone awry, none of the major 
ones have. “Modesty forbids.” writes 
one man. Says another: “At the risk 
of sounding infallible, 1 do not be- 
lieve | 
major decision since | became Presi- 
dent.” “Impossible to estimate,” says 
another. “I must be lucky, as rela- 
tively few failures come to mind.” 


SOC 


have made anv erroneous 











HOW EFFECTIVE IS GROUP DECISION-MAKING? 


WORKS WELL..... SAY 23% 


“Satisfactory as a general rule, and 
particularly when the group is well 
grounded in the problem under con- 


sideration. 
“In OUr Case excellent.” 


“T find it best to get several views, and 
certainly a policy is better executed if 


those involved Are in the decision. — 


“If group membership is qualified 
| { 
through experience and present know!]- 


edge, it is very Satistactorvy. 


“It SeTVeS espec ially well where tech- 
nical questions are involved. Valuable 
at times tor broadening of officers.” 


“Believe in it firmly, so long as line 
responsibility is clearly recognized and 


maintained. 


“Covers more angtles of a problem, 
and theretore t1)\ ce cision 1s not so 
apt to adversely affect some managerl- 


al division 
nt tor training, tor communi 


itions, tor ¢ ross-pollinating ‘ 


— * 


HELPS SOME..... SAY 44% 
Ne essary f 


nd recommen- 


LOIS 


he Iptul and 
] | 


! 
Lili 





since this promotes harmony and the 
will to make the cle ( IsIoONn work.” 


~ Requires care not to hec me anony- 
mous and without accountability and 
responsibility.” 


“Valuable as a deterrent to too hasty 
| 


action. Sometimes slows decisions too 


much.” 


“Desirable on certain phases of opera- 
tions such as labor -pension-welfare pol- 


icles Or new products and research. 


“Group decision-making cumbersome 
and frequently ineflective but it is ow 
policy to hold the chairman responsi- 
ble tor the final decisions and the com- 
mittee is used to help crystallize and 
formulate his judgment.” 


WORKS POORLY .. .SAY 27% 


“Decisions should he made by dh in- 





dividual based upon conclusions ar- 
rived at through consultation with his 
| 


CIOS associates, 


~Disapprov in company of 
Group bye xt q al fie d to rivise 
side) all aspe cts ot probl lh) il 
mendation 

[ think it is an e 

hilitv.” 

“Not much. Ou 

tse lf In agreement 


thie 

















U.S. BORAX INVESTS IN AMERICA’S FUTURE 
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7 TURBO-DRYERS® 
are shown here) provide ample 
drying capacity for the produc- 
tion of 5 and 10 mol. 


YSSMONT 


COMPANY, 
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The TURBO-DRYERS”® close temperature 
control, uniforrn drying time, practically dust- 


free operation and low heat and power con- 
sumption make them the choice of engineers 
faced with the problem of meeting difficult 
and exact product specifications. Such added 
features as intermittent blending and negli- 
gible attrition often narrow the choice to a 


TURBO-DRYER® for quality drying of sen- 


TURBO-DRYER® SYSTEMS are available in 


area to giant outdoor units with 
are invited. Write to: Wyssmont Company, 
27th St., 
Representatives in principal cities. 


EXCLUSIVE NEW LABORATORY TEST-DRYER developed 
by Wyssmont records reliable data on which to 
base design for full-scale performance. 


with the World’s 


at Boron, California 


a wide range of 
sizes from packaged pilot plant units with a 60 sq. ft. tray 
18,000 sq. tt. Your inquiries 
.2.0/7¢C> 
(Bridge Plaza South), Long Island City 1, N. Y. 


Inc., 


Largest Borax Plant 
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sitive and fragile products. Investigate also 
the advantages of WYSSMONT Turbo- 
Dryer-Coolers, and Closed Circuit Systems 
for safe continuous drying in inert atmos- 
phere, continuous desolventizing with sol- 
vent recovery, continuous purification by 
entrainer sublimation, continuous solid gas 
reaction and drying with superheated 
vapors. Write for particular bulletin. 





DRYING & PROCESS ENGINEERS 


The Wyssmont TURBO-DRYER® is applicable to continuous drying 


with SOLVENT RECOVERY, continuous purification by SUBLIMA- 


Im Cc. 


TION, continuous SOLID-GAS REACTIONS, and as 


a DRYER- 
COOLER. 
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covers a world of products 
the world over 


COMPLETED IN MINUTES 


In freezing temperatures or steaming heat, 
lightweight neoprene-coated nylon Cover- 
light is the ideal protective covering. 

It comes In a variety of weights — for all 
kinds of applications; is easily fabricated 
into any shape or form. It’s waterproof and 
highly resistant to acids, oils, mildew and 
rot. Tough?...Coverlight far outlasts con- 
ventional covering fabrics — and pays off in 
Savings through increased efficiency and by 
reducing need for replacements. 

Whatever the job, wherever the job— 
investigate the unusual advantages of 
Coverlight. 


COMPLETE PROTECTION 
WHILE ENROUTE 


CUSHIONING & SHIELDING 
825 LBS. MULLEN BURST 


REEVES BROTHERS INC. 
Vu/can Rubber Products Division 
54 Worth Street + New York 13,N. Y, 


Another 


ULCAN 


RUBBER PRODUCT 
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Or. 
appraisal on major decisions: “10 
per cent—just luck.” 

Three out of four company presi- 
their decision- 
more internal 


dents say they share 
making with one or 
committees. Most often mentioned, 
by the majority that use formal com- 
) executive committees. 


mittees. are 


In some companies, as Many aS SIX or 


more committees may aid the presi- 
dent. Types of committees men- 
tioned include planning, policy, fi- 
nance, stock options, purch: ising, in- 
budget, pricing, salary, re- 


ventory. 
human relations and future 


search, 
products and demand. 

In the companies (one-fourth of 
the total) that do not formally use 
committees in decision-making, con- 
sultation with associates and others 
concerned is a common pattern. The 
absence of committees, says one of 
“does not mean that de- 
made without regard to 
Or, an- 
other man reports, “Decision-mak- 
ing usually follows a thorough dis- 
cussion with key employees of the 
division of our business involved.” 

“Sharing responsibility tor 
sions is contrary to my ideas of prop- 

Savs 
another president, concluding, “I like 
to fix responsibility, and you cannot 
do that with a committee.” Or, in the 
words of another chief executive: 
“We disagree with the committee 
theory of operating a company, yet 
group participation in formulating a 
decision greatly aids the effective 
implementation. 


men, 
are 


these 


cisions 
opinions ot associates. 


as 


deci- 


er organizi ition and operation, 


Verdicts on Group Thinking 


While three-fourths of the presi- 
dents regularly share their decision- 
making with committees, fewer than 
one out of four panelists think high- 
ly of group decision-making. Forty- 
four per cent of the men think com- 
mittees are helpful in the fact-find- 
ing, appraisal, and consultive stages; 

7 per cent are strongly opposed to 
oneatiiitins s; and a small minority are 
noncommittal. 

One president calls group deci- 
sion-making “horrible.§ “Too much 
bickering, too much compromise,” 
says a second. Another man states 
his opposition more moderately: 
“Most decisions are arrived at 
through analysis of facts from more 
than one source, but group decisions, 
as such, I don't put any faith in.” 

Those presidents who favor deci- 


DUN’ 


as another man puts his selt- 


sion-making by committee support 
their views with such comments as: 
“Essential to good teamwork. Busi- 
today is vastly more compli- 
cated than betore 1932. No 
knows enough to take responsibility 
of making al] decisions alone.” 

But the largest single group of 
presidents—more than four out of 
ten—feels that while committees help 
decision-making in the fact-finding 
and discussion stages, the final deci- 
sion must be made by one man. One 
president feels that “strength of com- 
mittee action lies in study, appraisal, 
and recommendations upon which 
decisions can be based.” Another: 
“It is valuable for exchange of in- 
formation and also where there are 
differences of opinion. Some one 
person, however, must still give the 
final decisions.” One president con- 
siders that the “main value of a com- 
mittee is in training people 
through participation obtaining their 
greater support. 


hess 
One 


and 


Closing In on the Decision 


Sound decisions, of course, do not 
depend on gimmicks, and the actual 
techniques of decision may be _ pe- 
ripheral to the creative 
vet to the man using them they may 
be necessary For 
this reason, company 
were asked if they used any special 
aid, approach, or device to organize 
either their thoughts or the facts 
in reaching a major decision. 

In various wordings, the 
common answer to this question is 
a simple one: Get the facts. Often a 
president will also ask for the alter- 
recommendation for 
for deci- 
by 


proce SS 


as well as useful. 
presidents 


most 


natives and a 
action. This groundwork 
sion-making may be done 
mittees. “tie individuals, or, in some 
cases, by outside consultants. “We 
have a special Planning Group I 
find most helpful,” writes one presi- 
dent. “Over-all problems and _proj- 
ects that transcend divisional lines 
have a way of being slighted the 
rush of divisional operations. This 
group, reporting directly to the Pres- 
ide nt, mi aterially improves that situa- 
tion.” Another company uses “a 
Task Force drawn from the areas of 
the corporation which we feel are 
most qualified to deal with the mat- 
ter at hand to present the facts on 
which decisions are based.” 

Other presidents approach their 
decision-weighing with more _per- 
sonal or specific aids. To appraise 
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BRIDGEVIEW, ILL. 
237 Acres 


Five Chicago plant sites 


within a few miles of the famous Loop 


HICAGO, one of the world’s great- 
C est centers for railroad, high- 
way, waterway and airway transpor- 
tation, offers endless opportunities as 
a location for establishing a manufac- 
turing plant, branch plant, or distri- 
bution operation. 

Five ideal plant sites are described 
and illustrated in our new brochure 
“The Greater Chicago Area Indus- 
trial Sites.’’ 


These New York Central proper- 
ties are situated within 17 miles south 
or southwest of Chicago’s Loop. They 
are served by the Indiana Harbor 
Belt Railroad of the New York Cen- 
tral System providing shippers short 


hauls and swift transportation to the 
nation’s richest markets. 


In addition, the vast number of 
special business and industrial serv- 
ices and facilities in the Metropolitan 
Chicago area present unusual ad- 
vantages for manufacturers and dis- 
tributors to operate successfully. 


New York Central has other prop- 
erties in the Greater Chicago area 
that lend themselves to development 
as plant sites. There are also addi- 
tional good industrial sites available 
along the entire route of the New 
York Central Railroad. Let us help 
you find a Central location that meets 
your particular requirements. 
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A copy of “The Greater Chicago 
Industrial Sites’’ brochure will be sent 
to executives, free of charge, when 
requested on a business letterhead. 
Write to: H. W. Coffman, Manager 
Industrial Development Dept. E, 
New York Central -oad, LaSalle 
Street Station, Chicago, Illinois. 
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the pros and cons of each alterna- 
tive, one executive says: “I attempt 
to estimate numerical values or 
weights to assign to each of the ma- 
jor factors, and then pick the com- 
bination giving the largest numeri- 
cal weight.” Another president. re- 
ports: “Complete operating budgets 
based on sales forecast—one year in 
advance—help with many operating 
decisions.” Several find it helpful to 
put their thinking on paper. One of 
these men savs he “writes out in 
longhand the pros and cons of all 
the factors involved in a question. 
In the course of this process I usual- 
ly arrive at a conclusion, particularly 
if I let it ‘soak’ for a while.” Another 
man says: “I like to get the problem 
and the facts down on paper. | find 
it conducive to an objective and 
more rapid decision.” | 


Toolkits for Decision 


Some presidents mention the use 
of charts as particularly helpful. One 
president prescribes this combina- 
tion: “Top-flight staff specialists— 
outside expert consultants—plenty ot 
travel and personal contact—better 
communications. “Decisions often 
make themselves,” says one man. 
when he asks questions based on a 
previously prepared outline and 
data. One president says he _ uses 
Reillys “Twelve Rules of Straight 
Thinking” (an application of scien- 
tific method to the decision process ), 
and some men find it helpful to 
check the new decision against their 
own or others’ experience in similar 
situations. As one of these presidents 
describes his system: “Effort is made 
to have a memorandum for the file 
covering pros and cons of important 
decisions as a source of future ref- 
erence and ‘hindsight’ analysis.” 

Another mans technique is “just 
common sense, and several presi- 
dents wistfully say, “I wish I knew a 
formula to properly weigh alterna- 
tives. “Just a lot of time’ helps one 
man make decisions. And another 
president says: “Occasionally, we 
employ a management consultant or- 
ganization to study and_= analyze 
some particular phase of our opera- 
tions with resultant recommenda- 
tions as to improved procedure.” 

Asked how often they have called 
upon outside consultants during the 
past year tor help in reaching major 
decisions, one third of the presidents 
report not at all; one in seven, once: 
the same number, twice; and one in 
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ten men, from three to twenty times. 
Another tenth of the group describe 
their use of outside consultants as 
“frequent,” and a somewhat smaller 
number as “occasional. According 
to the presidents who use them, con- 
sultants help on decisions related to 
organizational structure, plant loca- 
tion, product research, and acquisi- 
tion. Other matters on which con- 
sultants were used last year include 
personnel problems, executive com- 
pensation, and taxes. 


How Important Is Hunch? 

Three out of ten company presi- 
dents say flatly that hunch plays no 
part in their decision-making, and 
another four out of ten claim it hard- 
ly enters in at all. Precisely three 
presidents say that hunch strongly 
influences their major decisions. 

Some men redefine the question 
before answering it: “If by ‘hunch 
you mean making a decision that is 
based on experience or belief rather 
than on specific facts, then the an- 
swer is yes. | make many decisions 
where the available tacts do not in- 
dicate a clear road to follow.” Others 
say: “All business judgment is partly 
intuitive. “I try to decide based on 
facts and evaluation of the group 
making the recommendation, but 
have made mistakes by not following 
occasional hunches. Sometimes one 
instinctively ‘feels’ something is 
wrong without basic facts, and prob- 
ing thereafter pays off.” “If ‘hunch’ 
means some extrasensory perception 
or mystic flash, I think it is pure 
hokum. If it means an accumulated 
abundance of vague impressions and 
facts, abruptly crystallized (even 
though semi-subconsciously ) into a 
single strong conception of a solu- 
tion to the problem at hand—then 
quite frequently.” 

According to the presidents, per- 
sonal bias plays as little role in their 
decision-making as hunch. Nearly 
six out of ten men claim that no per- 
sonal bias ever influences the deci- 
sions they make, but another three 
in ten are aware of occasional bias 
in their decisions. Here are some of 
the biases named by this group: 

“Experts. “Prefer “buy rather 
than ‘make. ” “Too sales-minded.” 
“Tradition.” “Dislike for negative and 
defeated people.” “My historical 
opinion of the judgment and emo- 
tionalism of subordinates’ opinions 
on the matter.” Or, as one of several 
other presidents puts it: “The record 
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of those recommending is influenc- 
ing. “I do not like slow or lazy peo- 
ple and may therefore fail to act ob- 
jectively where one is concerned.” 
“Against self-salesmen.” “Tend to 
give an executive the benefit of the 
doubt, which sometimes means an 
ineffective person stays too long on 
a job.” 


The Human Factors 

A company presidents decision 
strategy may be strengthened or 
handicapped by the kind of a man 
he is. To find out what part this hu- 
man element plays in top manage- 
ment decision-making, DR&MI asked 
the panelists: “What do you consider 
your greatest strength or personal 
asset in decision-making? Your chief 
handicap? 

Analytic power and self-confidence 
in appraising the facts correctly are 
the factors most commonly men- 
tioned by the presidents. As one man 
puts it. “hang on until the picture 
gets clear. Another man trusts his 
“ability to estimate the worth of peo- 
ple and projects. A third says: “An 
unbiased, flexible approach to get- 
ting the facts and a complete consid- 
eration for the individuals involved.” 
Their next most important strength, 
in the presidents own view, is their 
willingness to accept responsibility. 
This is closely related to their aware- 
ness of their subordinates’ confidence 
in their judgment and fairness. Sev- 
eral presidents attribute the sound- 
ness of their decisions to integrity, 
to “honesty of purpose” and to “ad- 
herence to basic principles and_pol- 
icy. Decisiveness and_ objectivity 
are also often mentioned: “A will- 
ingness to make a clean decision 
without regard to personal conse- 
quences, or an “unprejudiced, open 
mind. 

Experience and knowledge of the 
business are referred to by many 
men, and a few mention training in 
such areas as engineering, account- 
ing, and law. Flexibility and_ the 
broad view also count: “Willingness 
to consider long-range consequences 
and to review and if  necess: ary 
reverse decisions as conditions 
change. A_ significant number of 
men mention their ability to lead 
group thinking, to “listen and con- 
sult,” to “probe out judgments from 
specialists within the company, to 
ask the right questions of the right 
people. Po one man puts it: “The 
most intimate acquaintance with the 
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capabilities of almost every senior 
superior who is in a position to rec- 
ommend major company action.” 

Finally, quick and courageous 
facing-up to the necessity of decision 
is often mentioned. 

On the other side of the picture, 
impatience, haste, dislike of detail, 
and perfectionism often hamper de- 
cision-making. “Impatience and em- 
pathy, says one man; another, “I 
don't like to dig into details.” Not 
getting “enough information, soon 
enough handicaps many. So do im- 
pulsiveness, the fear of being wrong. 
lack of time, over-deliberateness, 
and, often, procrastination. As one 
man puts it: “Command positions in 
the Navv during World War II 
taught me_ the responsibility and 
loneliness of command. I believe | 
am ultimately responsible for what- 
ever happens, good or bad, within 
the company, and I accept that re- 
sponsibility. My chief handicap is 
usually not forcing subordinates to 
make decisions which we all know 
must be made—in other words, pro- 
crastination. 


Background Gaps 

Several men are disturbed by “lack 
of sufficient technical background to 
thoroughly understand the more so- 
phisticated products being planned 
for the future.” One man mentions 
“lack of sufficient experience in the 
financial world and my naivete in 
‘wheeling and dealing. ” Several feel 
strongly their “inability to judge the 
future growth potential in some 
areas. 

But sensitivity to the feelings of 
others is one of the commonest hu- 
man burdens to presidents when they 
decide. Among such human con- 
cerns that presidents consider handi- 
caps in their decision-making are 
“over-concern about hurting people,” 
“hesitancy to hurt others,” and “per- 
sonal loyalties.” One president, 
though, says he is “blissfully un- 
aware of any personal handicap in 
the business decisions he makes. 

Another personal question was 
asked the presidents: “Before mak- 
ing major decisions, do you often 
discuss them with your wife?” On 
the basis of the replies, top manage- 
ment tends to confine business dis- 
cussion to the office. Nearly four- 
fifths of the men rarely talk over 
their executive decision worries with 
their wives; almost one-fifth do. 
One man does “sometimes,” and an- 
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other “seldom” asks tor her advice. 

While presidents are busy _plan- 
ning and deciding objectives that 
will guide their companies into the 
future, do they feel any regrets about 
past decisions in their business lives? 

While more than a third pass the 
question by and a tenth say they 
don't know, one fifth of the panelists 
say they regret no past decisions in 
their business lives. “It wiil sound 
boastful, but I do not recall any,” 
says one man; or, in the words of an- 
other president: “Many have proved 
wrong, but I have not regretted the 
decisions based on the facts at hand.” 


Pangs of Hindsight 

The remaining third of the Panel 
still recall some decisions with re- 
gret. The most frequent of these con- 
cern plant or product plans. One 
man regrets the “start of a new 
plant ; another, failing “to acquire 
a company in 1949—since success- 
ful.” Another man regrets “buying 
a supplier and one is sorry he con- 
tracted “to buy $1 million worth of 
products closely related to our own 
line to ‘round out our line. We 
dropped a bundle on the deal.” One 
president finds cold comfort in the 
“elimination of a product of subse- 
quent great importance.” Or anoth- 
er: “Not diversifying when chances 
were best.” “Acquisition of a dud 
when | should have known better,” 
reports one president, and another: 
“Certain acquisitions which were not 
thoroughly explored before consum- 
mation. 

Tinged with as much regret are 
Writes 
one man: “Picking wrong man for a 


many personnel decisions. 
job’; another, “Failure to select prop- 
erly qualified executives in early 
vears of business.” Says one presi- 
dent: “The method emploved in dis- 
charging a man thirtv vears ago.” 
One man regrets having given " pret- 
erence to chemists and engineers in 
selecting executives , And finally, 
one panelist regrets “not facing up 
to the inab‘litv of subordinates to get 
the job done. Not following this 
credo: “A good leader cuts off the 
Incompetent promptly, cleanly, and 
definitely: tor good intentions cannot 
take the place of lack of abilitv. ” 
Three men regret that they did 
not go into business for themselves. 
and two men regret not having com- 
pleted their education. Other regrets 
include the following: “Staying with 
a run-of-the-mine company for years 
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simply because [ had an excellent 
“Underestimating market 
immediately tollowing World War 
II: “Not taking prompt steps to 
and 


position 


properly price our product’; 
“Carrving lovalty beyond all reason- 


able bounds at a personal sacrifice. - 


How Presidents Decide 
No GTic 


sound decision-making. 


books 


suggested 


formula can guarantee 
Articles and 
about decision-making have 


formulas comprising as 


few as three or as many as a dozen 
steps. Peter Drucker breaks the proc- 
ess into five phases: “Defining the 
problem; analyzing the problem; de- 
veloping alternate solutions; decid- 


ing upon the best solution; convert- 
ing the decision into eftective ac- 


tion. To throw some further light on 
the practice of top-level decision- 
making (as distinct from theory), 
DR&MI's were asked: 
“What is your prescription tor arriv- 


panelists 


ing at the best decision on a com- 
plex, difficult problem?” 

What the presidents say of their 
own decision-making confirms what 
others have written of it, but there 
is one notable difference of empha- 
sis. A significant group of the panel- 
ists mention the importance of paus- 
ing as long as possible between the 
appraisal of the facts and the final 
decision: “Wait a few days or weeks, 
if possible’; “plenty of time’; “allow 
time for the decision to clarify it- 
self”: “sleep on it”: “season it for a 
few days, if time permits ; “dont be 
stampeded into making a quick de- 
cision. In more detail. man 
writes: “I try to follow a pattern of 
thoroughly studying and analyzing 
the problem over an extended period 
of time. I let it ‘soak, coming back 
to it time and again. The greatest 


One 


danger to avoid is being hasty due 
to urgency or pressure from other 
people. | seldom regret losing any so- 
called ‘opportunities requiring im- 
mediate action. I have often re- 
gretted a decision made in haste. In 
following this pattern, some pretty 
sound decisions have’ eventually 
come to the top. . 

The importance of an incubation 
period for major decisions has long 
been recognized; it was the Greek 
dramatist Sophocles who said, “Swift 
decisions are unsure.” But what hap- 
pens in the subconscious, and how it 
happens, is still a mystery. In any 
event, company presidents know 


that this waiting period improves 
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the quality of their decision-making. 

Otherwise. decision- 
formulas vary little. Unani- 
the presidents say the first 
“If you have 


presidents 
making 
mously, 
step is to get the facts. 
all the facts, a complex decision is 
What makes decid- 
tore- 


never difficult.” 
ing difficult is the predictive. 
casting element and the usual im- 
possibility of getting all the tacts. 
under the dual pressures of time and 
money. 

One president sums up the basic 
steps in executive decision-making 
typically: 


“1. ‘Garner all available facts. 2. Test 
the accuracy of these facts and obtain the 
judgment of others as to a course of action 
they might choose. 3. If it involves a ques- 
tion of justice or ethics, decide the RIGHT 
course of action—if it involves risk, evalu- 
ate the probability of success or failure, 
weighing the potential gain against the 
potential loss in either case. 4. Make the 
decision and make sure the organization is 
sufficiently in accord with it so that it will 
become effective. For instance, if the de- 
cision involves going into a new product 
line, the might be 
asked as an aid to making such decisions: 
(a) Will it broaden our markets, increase 
production? 


following questions 


our profits, or stabilize our 
(b Is it something we can do well; that 
is, engineering-, manutacturing-, market- 
ing-wise? (c) Will it develop and enlarge 
the opportunities of the people involved? 
(d) Is this a move in a direction in which 
we want to permanently continue? (e) Are 
the benefits worth the risk involved? (f) 
Will the decision to proceed be sufficiently 
concurred in by others so that ther will 
be sufficiently enthusiastic follow-through 


to insure success? 


Decisions for 1958 


The biggest decisions in the offing 
for 1958, as described by three- 
fourths of the Panel who can now 
foresee them, involve expansion, cap- 
ital expenditures, and _ diversifica- 
tion. 

In the words of the presidents 


themselves, here are some of next 
years important decisions: “Setting 
priority on uses of capital”; “Timing 
of expansion programs in order to 
keep income and outgo in balance’; 
“Where to draw the line between 
long-range plans and directions and 
short-term earnings ; “Whether to 
continue expansion or to ‘consoli- 
date’ and take a more conservative 
line of action ; “Pace of expansion’; 
“Whether to stay in a major product 
line that has been and is currently 
very profitable, but long-term future 
is uncertain ; “We are investigating 
a diversification opportunity, and 
must decide whether to embark on a 
program which could either bring 
great future benefits—or prove to 
be a waste of money, time, and tal- 
ent.” 

Building programs, plant expan- 
sion, merger, acquisition, and financ- 
ing decisions loom large next year, 
and several men expect to be con- 
cerned with organization decisions: 
“Whether to aggressively push cer- 
tain phases of divisionalization from 
an organization standpoint’ and “liq- 
uidation or continuation of certain 
operating 
planning will be among next year's 
major “Setting our five- 
year objectives in expansion, sales 


divisions. L ong-range 


decisions: 
“restudy of com- 


And a 


concerned 


and profits” and 
pany s long-term obje ctives. 
number of men will be 
with selecting key executives, includ- 
ing, in several instances, their own 
successors. 

These are some of the decisions 
ahead. As he faces 1958, each presi- 
dent, in some sense, resembles Co- 
lumbus beginning his first voyage: 
guided by a sound conviction based 
on partial data, he sets his course 
to navigate across uncertainty to- 
ward an unknown world. END 











The Meaning of the Sputnik 


What is the long-range significance of the Soviet satellite for Ameri- 
can business? Is Russia really beginning to pull ahead of the U. S. on 
the technological and industrial front? In the December issue of DR& 
Mil, a leading expert on the Soviet Union clears away some of the 


current confusion and takes a searching look at... . 


OUR ECONOMIC RACE WITH THE U.S.S.R. 
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The Speediset is a system in itself—a complete set of 
forms with multiple copies and carbons held together 
in a single unit. It is “system-designed’ for speedy 
handling, legible writing (typed or handwritten) on 


all copies and—even more important—control. 


Moore specially constructs each Speediset to record 
data or route facts where and when they re needed. 
For thousands of users Speedisets simplify and speed 
key operations. They increase the usefulness of Pur- 
chase Orders, Receiving Reports, Sales Invoices, 


MOORE BUSINESS FORMS 


ross U.S. and Cana 


Over 300 offices and factories a 


HOW TO REDUCE OFFICE COSTS 


‘ 
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...with Moore-designed Speedisets 
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Credit Memos, Bills of Lading, Voucher Checks, State- 
(nd Speedisets can 


mean the end of system defects—red tape, missing 


ments. and many other forms. 


facts, copy errors, delays. 


The Speediset is only one of many ways Moore can 
help your company do its work more smoothly, and 
with more profit. Whether your business is large or 
small, it costs nothing to learn if a better system can 
he developed for your othee. Call Or W rite the \loore 
man—he’s listed in the telephone directory. 
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How an independent 
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Everett F. \V \ 
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PACING PROGRESS WITR 





oil company, 


chemistry, 


on the go! 


i Lt) CON) 


) Ashland'’s 
Hil iri is re 


\ eer near the banks of the busy Ohio River 
i in Ashland, Kentucky. is the home office of one 
of the most dvnamic mdependent oil companies in 
the U.S. — Ashland Oil & Refining Company. Con- 
trolling a sprawling network of refineries. pipelines, 


and produets termimals. Ashland Onl serves idus- 
I, 


trv and consumers im the heart of industrial 
; 


: sn a . ‘ — saa Read f we _ 
Ameriea with an ever-growme ttst ai produets. 


from asphalt to xvlene 
A famous name im their product group is Valvo- 
line* \Nlotor Oil. Kamuiliar te motorists throughout 
the world im its distinctive package. it’s reputed 
and oldest (90 vrs brand-name 


hiand today tibet Valvoline 


m product: alvoline Anti- 


Ps , = s ? 
O WD GUICK POom- 


¢ “winterizing market. 
Wvandoite }s proud to serve : aauiae, = —""' 
yng like Ashland Oil as a supplie rot ethvl ne Famous name 
elyveol for its new antifreeze . .. as well as of produ Valv 
ther products. such as caustic sod p Ero | 
t is, Wvandotte serves practical] agpetatt mie 
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from petroleum to textile. ink, 


for processing 


if vou're looking for a dependabl 

for raw-material chemicals. Wvandotte is 
cood name to remember. Quality products. con- 
Ve nient location > a and helpful technical s ( rvice 
should vou need it. Wyandotte Che micals (‘orno- 
ration. W vandotte. Mich. Ofhces 7 r principal cutie s. 
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Facts to consider when you’re buying 


Chromate Conversion Coatings 


for Corrosion Protection, Paint Base, Decorative Finishing 








WHAT IS IRIDITE? 


Briefly, lridite is the tradename for a specialized line of chromate conversion finishes. 
They are generally applied by dip, some by brush or spray, at or near room temperature, 
with automatic equipment or manual finishing facilities. During application, a chemical 
reaction occurs that produces a thin (.00002” max.) gel-like, complex chromate film of a 
nonporous nature on the surface of the metal. This film is an integral part of the metal 
itself, thus cannot flake, chip or peel. No special equipment, exhaust systems or specially 
trained personnel are required. 








If your company 
buying parts or complete assemblies 
made from or plated with any of the 
more common 
zinc, cadmium, aluminut! 


non-ferrous metals— 
n, Magnesium, 
silver, copper, brass or bronze—you’ve 
probably already run up against the 
question of finishing these surfaces with 
a chromate conversion coating. These 
coatings are used to protect 
a base for paint 


against 
corrosion, or to provide 
decorative finish for 
S 


ince chromate 


or to provide a 
sales appeal or shelf life. 
conversion coatings represent a rela- 
tively new means of obtaining these 
finishes, this digest of facts to consider 


may be of value to you. 


1. THE COATINGS THEMSELVES. 
There are many brands on the market. 
All are similar in many ways. Each, of 
course, offers its own specific advantages 
and these may relate to operating 
techniques, performance under actual 
use conditions, cost, availability, etc. 
Naturally, you'll 
that 1s 


under 


want to choose a 
widely known 
both military and 


civilian specifications. 


coating and 


accepted 


2. THE COMPANY BEHIND THE 
PRODUCT. Is it a reliable, established 
organization? Does it offer experienced 
technical service, both from the field- 
engineering organization as well as the 
home office and laboratories? The 
who sells and services your installation 
ir with not 


man 


should be thoroughly famiuiliz 
only chromate conversion coatings and 
their applications, but also with the 
characteristics and performance of re- 
lated finishing operations such as pre- 
cleaning, electroplating, painting, etc. 
This is most important since all steps of 
the finishing cycle must be functioning 
properly for the satisfactory perform- 
} 


ance of the ultimate finish produced. 


3. AVAILABILITY OF THE PRODUCT. 
Ideally, aterial should 


of course, the n 





| 
i 


adily available to you from nearby 
warehouses to avoid time loss in long 
provide 


the 


and to 


should 


distance shipping 


emergency service, need 


arise. 

4. COST. Naturally, 
of the important to you. 
However, just as you consider ultimate 


the initial price 
material 1s 


cost when you are buying mechanical 
equipment, ultimate cost must be con- 
sidered for these finishing chemicals. 
So, it will pay you to investigate con- 
labor and the 
other factors which go into the deter- 
ultimate cost. Further, 
cost alone gives no indication of product 
performance, so careful attention must 
be given to the purpose the finish must 
serve and the value that finish will add 
to your product. 


Sumption costs, costs 


mination of 


5. FACILITIES FOR RESEARCH AND 
DEVELOPMENT. Perhaps the existing 
types of chromate conversion coatings 
do not include a compound that will 
accomplish exactly what you wish. 
Then, it is important to deal with a 
supplier who research 
and development facilities available to 
work with you to produce a material to 
meet your needs. Naturally, such a 


has adequate 


project is seldom completed overnight. 
But, with complete cooperation and 
both you 
chances are a 


confidence from and your 


supplier, satisfactory 


program can be completed. 


These are the concepts of sales and 
service on which we, Allied Research 


Products, Incorporated, have developed 
and marketed the line of Iridite chro- 
mate conversion coatings... superior 
product performance, complete 
and technical service, 
availability, economical cost, extensive 
research and development facilities. 
No doubt you are familiar with our 
line and have seen this trademark— 


sales 


easy product 


® 


—in our advertising, technical litera- 
ture or on shipping containers in you 
plant. Remember this trademark when 
you’re buying or investigating chro- 
mate conversion coatings for your 
company. It’s your assurance of quality, 
economical products from a reliable 
and established company, skilled sales 
and technical service from both 
home office and a national network of 
representatives, immediate availability 
from warehouses in strategic industrial 
areas and our willingness to work with 
you to develop new finishes to meet 
your needs, should the present line fall 


our 


short. 


For complete information on _ Iridite 
chromate conversion coatings, write 
today for your free copy of our technical 
data file. Or, for immediate advice, call 
in your Allied Field Engineer. He’s 
listed under ‘‘Plating Supplies’”’ in your 
classified telephone book. 


Aico Researcu Prooucts 


: INCORPORATED 
4004-06 E. MONUMENT STREET © BALTIMORE 5, MD. 


Manufacturers of Iridite chromate conversion coatings for corrosion resistance, paint systems, final finishing 
of non-ferrous metals; ARP Plating Brightener & Chemicals. West Coast Licensee—L. H. Butcher Co. 
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Sales do’s and don’ts 


SUCCESSFUL SELLING STRATEGIES: HOW TO 


CLIMB THE LADDER TO SALES SUCCESS by 
Charl s L. Lapp. McGrau -Hill Book Com- 
pany, Inc., 330 West 42nd St., New York 
36, S65 pages, $4.95. 

Over a period of ten years, Dr. 
Lapp, who is professor of marketing 
at Washington University 
sales consultant, has been conduc- 
ting formal and informal surveys of 
buyers reactions to salesmen. This 
book reports on his findings and the 
lessons to be drawn from them. 

It seems hard to believe that ex- 
perienced salesmen would be guilty 
of picking their teeth, blowing smoke 
in buyers’ faces, banging doors, or 


and a 


interrupting when the prospect is 
talking to but ap- 
parently some of them do need to 
be cautioned on these matters. Other 
salesmen actually the | 
by such phrases as. “You don’t know 


SOTHCOTIC else. 


insult buve1 
what you are talking about.” 

These are just a few of the man- 
nerisms and phrases that, in the 
view of the buyers, have helped 
to kill sales. The book lists hundreds 
of them. reported by several thou- 
sand buyers. 








It is not, however, wholly or even 
largely, a negative book. Also  in- 
cluded are innumerable pointers on 
what the salesman and 
say, and in many cases actual phrase- 
ology is suggested. 


should do 


From ancient Egypt on 


INDUSTRIAL CHEMISTRY by 
Abe lard-Schuman 
York 16, N.Y., 


A History OF 
F. Sherwood Taylor. 
Inc., 404 Fourth Ave., Neu 
483 pages, $7.50. 

The history of chemistry and the 
history of industrial chemistry are 
two diflerent stories, for only in 
comparatively recent times has in- 
dustry drawn on the pure science for 
practical developments. The early 
industrial chemists—the men who 
first learned how to make glass, pig- 
ments, combustibles, and other sub- 
tor 


not 


use—Wwere af- 
tisans, v did the 
things that chance discoveries had 
shown would work, but they neither 
know nor cared why one_ thing 
worked better than another. Theory 
was left strictly to the philosophers 
and the alchemists. 

This book traces the 
industrial chemistry from the earli- 


stances common 


scientists. Thev 


historv of 
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A History of Industrial Chemistry 


From gunpowder to plutonium. Monotonous factory work existed long before the Indus- 
trial Revolution, as the scene in a medieval gunpowder mill (left) shows. The hourglass 
indicates that timing of operations was not unknown. Right: a British plutonium plant. 
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ATLASES eo) Re) tS) 


a 
he World’s Most 


Authoritative Maps 


ISOdUNd AYIAR BOd 


For over half a century 
Hammond Maps have been 
found in leading encyclopedias, 
directories, and text books... 
proof of Hammond’s superiority 


in the field. 


Hammond’s 


AMBASSADOR 


WORLD 
ATLAS 


More diversified 
geographical informa- 
tion and detail than 
ever before in any 
Atlas. 


FREE! Send today for your com- 


plete, illustrated catalog. 


C. S. Hammond & Co. 


MAPLEWOOD 4, NEW JERSEY 








PREG... 


Just off the press, 1958 Office 
Guide. 252 pages of modern office 
equipment and its efficient use. 


FREE to Purchasing and Office 
Executives when requested on your 
business letterhead. 


GHAW-WALKER 


MUSKEGON 14, MICHIGAN 
Branches and Dealers in 458 Cities 
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Grooming 1% million horses is one 
of our daily jobs! "Round the clock servicing of 
Mo-Pac’s 1,250,000 horsepower diesel fleet helps 
keep you and your freight on time. 


The Route of thee EAGLES... 


serving 10,000 miles 





and 11 great states! 
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est days, through the fusion of theory 
and practice. down to modern times. 
lt is an interesting story, in itself and 
because of the light it throws on th 
daily life of past ages. For example, 
we learn that detergents antedated 
soap; in fact they were used in an 
cient Egypt. Chimneys were found 
only in the houses of the wealthy 
until the 16th century; the poorer 
classes simply let the smoke CSCAPC 
through the roof. This limited the use 
of coal, because coal smoke was 
“very oftensive to the otherwise in- 
sensitive medieval nose and was 
thought to be poisonous. » 

Many interesting _ illustrations, 
a number reproduced trom old draw- 
ings, appear throughout the book. 


Benefits today and tomorrow 


EMPLOYEE BENEFIT PROGRAMS: AN OUTLINE 
by Michael T. Wermel and Geraldine M. 
Beideman. Industrial Relations Section, 
California Institute of Technology, Pasa- 
dena, Cal., 32 pages (paper covers), $1. 

PROBABLE FUTURE TRENDS IN HEALTH AND 
WELFARE PROGRAM EXPENDITURES by 
Michael T. Wermel. Industrial Relations 
Section, California Institute of Technology, 
Pasadena, Cal., 19 pages (paper covers), $1. 

The first of these pamphlets is 
basically a checklist of possible 
fringe benefits, designed as an aid to 
discussion or a possible aid in inven- 
torying and integrating a company 
program. 

The second is an examination of 
trends in the health and welfare 
benefit field. Dollar expenditures for 
health and weltare benefits, Mr. 
Wermel says, are likely to rise in the 
future, but the proportion of total 
compensation spent on the programs 
will probably decline. He foresees 
extension of major medical coverage 
and possible removal of the coinsur- 
ance feature and the deductibles, 
added emphasis on treatment for 
mental illness, and the addition of 
prepaid dental care. 


For the market researcher 


A THEORY OF THE CONSUMPTION FUNCTION 
by Milton Friedman. National Bureau of 
Economic Research, No. 63, General Series. 
Princeton Unive rsity Press, Princeton, N.J., 
259 pages, $4.75. 

Consumer income statistics are the 
foundation of market research, but 
if Dr. Friedman's theory is correct 
the published figures need consicder- 
able refinement if they are to be 
used as an index of probable spend- 
ing. The income a family regards as 
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The Burroughs Miracle Multipher 
eliminates two out of three billing 
steps by: 


ompuling and yp nga compte h¢ 


mnvorce in one easy operation. 

2, Computing by direct muiltipl 
, ad ’ ’ 

hion— much faster than OY } 


addition. 


Printn (] price 
by aide Si lhid lt, 

Crile el lrg ¢ 

prootl is quroma,l - 

Do Vou need laster bill ng: See a 

9 , , 

and the world’s fastest checker... demonstration at our branch office. 

Or write Burroughs Corporation, 


Detroit 32, Michigan. 


couldnt put bills out 
as fast as the 
Burroughs 

Miracle Multiplier 


World’s Fastest Billing Machine 


Burroughs—' TM. 





In Your Constant Search for LOWER COSTS 


Are You Overloo 


Whether seldom used or in constant action, 
doors can affect other plant costs in ways 
that may escape management’s closest 
scrutiny. 

For example, note these cost-cutting fea- 
tures of the door with the interlocking steel 
slats (originated by Kinnear). 

They coil above the opening! Whether 
opened, closed, or in action, Kinnear Roll- 
ing Doors waste no usable space anywhere. 
They clear the entire doorway! When open, 
Kinnear Rolling Doors stay out of the way, 
out of reach of damage by wind or vehicles. 
They save time and labor! Kinnear’s coiling 
upward action, the key to highest operating 
efficiency, is also ideal for motorized door 
convenience — with push-button operation, 
remote switches, and other controls that 
meet today’s trend to complete automation. 


They cut heating, cooling costs. Kinnear 
Rolling Doors (especially when motor oper- 
ated) promote prompt closing that cuts loss 
of heat in winter and cooled air in summer. 
They give extra protection. Kinnear’s all- 
meta! curtain assures added protection 
against fire, wind, weather, vandalism. 
They last longer! Records show that many 
Kinnear Doors have been in continuous 
daily use 40 years or more. 

Extra-heavy galvanizing! 1.25 ounces of 
pure zinc per square foot of metal, ASTM 
Standards, give the Kinnear curtain highest 
resistance to corrosion. 


Built to fit any opening, with 
motor or manual control, Kin- 
near Rolling Doors assure the 
right answer to your needs. Write 
today for details! 


The KINNEAR Mfg. Co. 


king DOORS? 
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Be sure to get the facts on 


Kinnear 


STEEL 


Rolling 
Doors 


Saving Ways in Doorways 


Offices and Agents in All Principal Cities 


Factories: 1500-20 Fields Ave., Columbus 16, Ohio; 1742 Yosemite Ave., San Francisco 24, Calif. 
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“disposable,” he says, is not the total 
income after taxes, but what it re- 
gards as its “permanent income.” 

If permanent income is used as the 
base, he believes, the widely held 
theory that people with lower in- 
comes save a smaller percentage of 
their total receipts than those with 
higher incomes is no longer valid. 
City people in business for them- 
selves save 15 to 20 per cent of their 
income, as against 5 per cent tor 
wage earners, but this is accounted 
for by the tact that the former are 
less certain of their income _pros- 
pects, and perhaps partly because 
they can earn a higher rate of return 
on their savings. The percentage 
saved by U.S. consumers as a whole 
has averaged 12 per cent over the 
last 50 years. 


Executive, improve thyself 


THE Erricient Executive by Auren Uris. 
McGraw-Hill) Book Company, Inc., 330 
West 42nd St., New York 36, N.Y., 319 
pages, 94.95. 

This book is directed not at those 
who are responsible for selecting and 
training executives, but at the execu- 
tives themselves. The two chapters 
that have appeared in DRXMI “How 
to Have Time tor Everything,” ( Au- 


gust 1957) and “Lets Throw the 


Rulebook Out the Window” (No- 
vember 1956) are typical of Mr. 
Uris approach. He advocates com- 
mon sense and flexibility in the han- 
dling of the executive job, and offers 
a number of novel suggestions that 
most executives can put to good use. 
Being a realist, he recognizes that it 
is not enough tor an executive mere- 
ly to be efficient. In the modern 
large-scale organization a man who 
is doing a good job may easily es- 
cape notice unless he makes positive 
efforts to bring his record to the at- 
tention of the higher-ups. Hence Mr. 
Uris includes a chapter on “Making 
Yourself Known in Your Organiza- 
tion, which contains a good deal of 
practical advice on ways in which 
the executive may publicize himself 
and make the best of his assets. 

In his concluding chapter, he 
writes: “Development of professional 
standards [for management] is on 
the verge of beginning. . . Approach 
the problem of your training as any 
professional does. Realize that your 
executive skills must lie not in spon- 
taneous performance, but, as is true 
of the physician, by excelling in the 
techniques of your profession.” 
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How to make a Beeline 





to a honey of a Plant Site 


(a suggestion to men in industry) 






















The first step in making a beeline to a good 
industrial location is to know where the site is. 
If you don’t have this information to your satis- 


faction, let the Norfolk and Western help you. 


Varied raw materials N&W plant location specialists have complete, 


Nearness to markets . . 
up-to-date files on numerous excellent sites for 
Excellent power at low rates 


Productive manpower any plant — regardless of size. They under- 


Dependable N&W transportation stand the problems of manufacture and dis- 
Adequate water 

Nearness to the Port of Norfolk 
Excellent climate 


tribution with respect to location. There is no 
obligation, and if you’re seeking a good site they 
Wade tome atenteenn will go to work for and with you quietly and 
Clean communities promptly. What they show you may be the way 


Industry-conscious public to make a beeline to a honey of a plant site. 
Good real estate values 


Nearness to Bituminous Coal 


Write, wire or call: 


LE Ward, Jr., Manager 
industrial and Agricultural Department 


Drawer DR-779 (Phone Diamond 44-1451, Ext. 474) 
Norfolk and Western Railway 


Roanoke, Virginia 
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Engineered and Developed by |~Verson- 


Here is a good example of what Verson engineering 
can do in automated press lines . . . and this is no 
theoretical concept ... it is a tried and proven produc- 
tion process which has been in operation for one year. 

Three Verson Eccentric Presses (1500, 200 and 600 
tons respectively from front to rear in above photo- 
graph) are synchronized with automatic transfer and 


VERSOWN ALLSTEEL PRESS CO. 
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to Make Manufacturing More Profitable 


feeding equipment. The part produced is an auto- 
motive transmission drive housing. 

As a manufacturer of both Transmat and automated 
press line processes and related tooling, Verson is well 
qualified to assist you in high production automatic 
stamping problems. For specific recommendations 
send an outline of your requirements. 163 


9352 S. Kenwood Ave. e Chicago 19, Illinois 


e 8300 S. Central Expressway e« Dallas, Texas 
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WHAT ARE YOU PAYING FOR OFFICE SPACE? 


As THE RATIO of office workers 
to production workers keeps on ris- 
ing, most companies are beginning 
to require more and more office 
space. New machines may slow down 
the rate of increase or even reverse 
the trend for some companies. But 
machines, too, take up space on office 
floors—sometimes a great deal of it. 

In consequence, office rental costs 
are becoming an increasingly impor- 
tant factor in total costs. This is 
pointed up in a new survey by the 
National Association of Building 
Owners and Managers, which has 
produced some fresh and interesting 
figures on the high cost of taking up 
space. Covering 627  buildings— 
about 86 million square feet of office 
space in 104 cities—it shows a wide 
variation among different sections of 
the country. 

The table shows the average rent- 
al costs in 29 of the cities, compiled 
from a sample of 465 buildings. 
Providence has the lowest average— 
$2.81 per square foot. Milwaukee 
($2.86) and St. Louis ($2.96) are 
next on the scale. Costs top $3 in all 
the other 26 cities. 

Highest rates were found in Pitts- 
burgh ($4.68) and _ Philadelphia 
($4.24). In Dallas and Tulsa rates 
were slightly lower ($4.02) and in 
New York City the rate was an even 
$4. In the remaining 21 cities, costs 
per square foot were somewhere be- 
tween $3 and $4. 

You can use the list to: 


NOVEMBER 1957 


© Compare your own office rental 
costs with the average for your city 
(remembering, of course, that new 
buildings with air conditioning and 


other teatures mav be expected to 


rent at levels noticeably above the 
averages shown ). | 
® Calculate the that 
could result from moving or expand. 


TLR. 


rental costs 


ing vour offices. 








OFFICE RENTAL 


RATES | 





City No. of Bldgs. Annual Rental 

Covered (per sq. ft.) 
ee anna ad ce ee ib aad ee eae 13 $3.25 | 
ra atte ann eae a 6 3.26 | 
Sa cuca e a ss ae ks hae cae ee cane aeen 4] 3.78 | 
oT Ee ee Pee 7 3.35 | 
ES a ee ee ee 2 Se on oe 20 3.33 | 
Re os, de es ie ou on i S 4.02 | 
ao a tg OO En 26 3.44 
es whens a hewwee es TAS OM 7 3.03 
PIN Wixe bh towk< OCS wee np eehenedmewwa 16 3.36 | 
EE ee ee ee ee Fe Oe ee a 7 3.62 
Indianapolis............. 13 3.34 
ss re ev awené's abiewcewees 8 2.8 
nn on totnnasnsewawadasaxateaus 3 3.49 
IS cc dcc au candesccaaaeusd dcewes car 4 22 
Dt ioe madd oad akan ee aera eee eee, 3.32 
PN a ban ceadewber 7 2. 8¢ 
a ee Hee ee ae 13 3.27 
ke ee ee a 7 4.00 
Ee Ee i ee 2 3.49 
A AE See 5 ee ee ee en ee ee 20 3.02 
Ee ae ee ee a ee 29 4.24 | 
PE eas welnen tglend heehee en vaan ses 10 4.68 | 
ss ba kbaw Rhea Se hedaue ne’ lO 3.13 | 
ee ee ee ee ee 6 2.8] | 
Di cents a a LO 2.96 | 
NS 5 kd wee ahaa eecewns YO 3.90 | 
ESN Se Oe ORES, pee 17 3.15 | 
RE ie rd 2 ha ee od Oks lee eS 5 4.02 | 
Dn. Joc ceneunewikadek ea man ae ene as 14 3.69 
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: 1000 TONS AN HOUR ‘ROUND 
mee THE CLOCK. From Canado | 

come 24,000 tons of pulp and = es — 
paper products every day— 
$1.2 billion worth a year. In- 
cluded is newsprint for half 
the newspaper pages of the 
world; building materials; 
plastics; rayon; fine printing 
and writing papers. 








in Canada 


and so are the facilities of Canada’s largest bank 


The Royal Bank, with assets over 31% billion dollars, ranks fourth in 
North America. Branches in Canada alone number over 800 coast-to- 
coast. The bank maintains a list of desirable factory sites in Canada, 
provides credit reports on a world-wide basis, assists in developing 
reliable trade connections and has available a wealth of factual infor- 
mation on conditions anywhere in Canada. For service beyond the 
realm of routine banking call on the Royal. Your enquiries are welcome. 


THE ROYAL BANK 
OF CANADA 


HEAD OFFICE: MONTREAL 
New York Agency—68 William Street, New York 5, N. Y. 


Over 900 branches in Canada, West Indies, Central and South America. 
Offices in New York, London and Paris. Correspondents the world over. 


Total Assets Exceed 3'2 Billion Dollars 
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YOUR MARKETING DOLLAR 
continued from page 43 


base. When you finish this exercise in 
arithmetic, you stand on the thresh- 
old of important gains in marketing 
eftectiveness. Why? Because the low- 
performance territories revealed by 
this analysis represent “sitting duck” 
opportunities for expansion of vol- 
ume and profit—especially profit. It 
is the range of variation in sales per- 
formance that spells “opportunity” 
in blazing letters. 


Broad Spread is Normal 

The weakest territory is likely to 
have a performance-index figure of 
50 or lower. That means that volume 
from that territory, potential consid- 
ered, is only half as high as it would 
be if you were doing a just-average 
job there. The territory with the 
highest level of sales performance is 
likely to be at the 150 mark or high- 
er. Now consider the range between 
the highest and lowest territories, in 
terms of sales per unit of potential 
in each. 

In one territory you are ringing up 
50 cents in sales per unit of poten- 
tial, while in the other you are get- 
ting $1.50 in sales from the same unit 
of potential. The variation in per- 
formance is, in the example cited, 
three to one. In analyses of scores of 
companies sales, that range is as 
close as I have ever seen. More often 
the range is on the order of five to 
one, ten to one, or twenty to one. | 
have even seen ranges as high as 
800-to-1! 

Now let's underline the very prac- 
tical profit-promise significance of 
variations like those cited. That sig- 
nificance is great. It boils down, in 
essence, to this: There is no quicker 
and easier way to throw a big trans- 
fusion of high-profit volume into the 
average companys veins than by 
correcting existing weaknesses in 
low-performance territories. 

A little thought will show why this 
is so. Consider your own strongest 
and weakest territories. You are “in 
business’ in both. You have a sales- 
man, sales agent, or distributor cov- 
ering each. Advertising, in all prob- 
ability, covers both with about equal 
weight. There is just this one impor- 
tant difference between them: In one 
of them you are getting three times 
(or more) as much volume per unit 
of potential as you are in the other. 
The profitability factor is present be- 
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First commercial Supercritical Unit is on the line at Philo Plant 
of Ohio Power Company on American Gas & Electric System. 


B&W Universal Pressure Steam Gener- 
ator at Philo Plant is fired by B&W- 
developed Cyclone Furnaces for com- 
plete combustion of coal and minimum 
fly ash discharge. 


A MAJOR BREAK-THROUGH FOR ECONOMICAL ENERGY 


Supercritical Pressure Unit in Ohio Probes New Frontiers in Power Generation 


Generating history is being made at 
the Philo Plant of the Ohio Power 
Company on the American Gas & 
Electric System. Here, America’s first 
commercial supercritical pressure 
steam-electric unit is in operation, 
probing the frontiers for new econo- 
mies in the production of energy. 


A Symbol of the Vision and progres- 
siveness of America’s public utilities 
and their suppliers, Philo is a land- 
mark in engineering history. It is the 
result of years of engineering, re- 
search, and development that solved 
the many problems which had stood 
in the way of greater plant efficiency 
that comes with the highest possible 
combination of pressure and temp- 
erature. 


MODERN STEAM™ 


1957 
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The Problems Solved included the 
very difficult ones of feedwater chem- 
istry, of heat transfer and control of 
internal deposits, metallurgy for high- 
er temperatures combined with higher 
pressures, and development of control 
and operating techniques. 


Philo’s Supercritical Unit, with a tur- 
bo-generator operating at 4500 psi and 
LISOF, is producing over 120,000 
kw, in the same space and using 45 
per cent less fuel per kwhr than the 
40,000 kw unit it replaced. 


Two More B&W Universal Pressure 
Steam Generators are now being built 
for the American Gas & Electric Sys- 
tem. Together these will produce 
900,000 kw—enough to supply resi- 
dential power for a city of 8,000,000. 


You tIwN MANY 








BABCOCK & 
_* WILCOX 


WAYS 


Like Philo, they will continue to push 
forward this new frontier in steam 
generation. 


Nearly a Century of B&W leadership 
in steam generation stands behind 
these achievements. The Babcock & 
Wilcox Company, Boiler Division, 
Dept. DR-11, 161 East 42nd Street, 
New York 17, N. Y. 
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in 4 seconds 


makes copies 
be We: IT =1eled ele t— 


...- the simplest copy method of all 


In and out in 4 seconds. That’s All-Electric copying speed and 
simplicity. And it’s yours only in ‘“‘Thermo-Fax’’ Copying Ma- 
chines. This exclusive dry copying process eliminates all chemi- 
cals and negatives. You make quick copies by electricity alone 
for as little as 5¢ per copy. You get more facts faster, make faster 
decisions. Try it on letters, records, invoices, reports or other 
business information in your own office. See how much time and 
money All-Electric copying simplicity can save for you. Send 


coupon for details now. 


“Secretary” Copying Machine 


® 
... Copies legal or letterhead | : hermo-Fax 
size papers in just 4 seconds. A 


sR and 


‘ 
"eseanc™ 


The terms THERMO-FAX and SECRETARY 
are trademarks of Minnesota Mining & 
Mfg. Co., St. Paul 6, Minn 


Minnesota Mining & 
Manufacturing Company 
Dept. HQ-117, St. Paul 6, 
Minnesota 


Send full details on the time and money-saving THERMO-FAX "Secretary" Copying Machine. 





Name 


Company 








Address 

















cause you are already paying the 
costs, or most of the costs, of getting 
business from your weak territory. 
You just arent getting the business 
you should there. potential consid- 
ered. When vou do get it—and vou 
can, as the expe rience of countless 
companies has demonstrated—the 
volume is high-profit volume because 
the additional costs of securing it 
are relatively slight. 


The Sales Deficit Concept 


One of the scarcest commodities 
in almost every marketing organiza- 
tion, experience indicates, is sales- 
supervisory manpower. This is the 
type of manpower necessary to move 
into a problem territory and dig into 
the causes of the weakness. What 
you want to do, when you face that 
shortage, is put the manpower avail- 
able where it will do the most good. 

As a guide in assigning priorities 
to the below-average-performance 
territories, another concept is help- 
ful. This concept involves the use of 
a sales deficit figure for each sub-par 
territory. The sales deficit is simply 
the number of dollars of lost volume 
that the existing weakness in each 
territory represents. It is calculated 
by subtracting actual sales from the 
sales par. Naturally you will assign 
top priority to the problem situations 
in which the most dollars in lost sales 
—i.e., the largest sales deficits—exist. 


Picking Your Index 


Now let’s return to what may seem 
to be the key element in your pro- 
sram: the selection of a market in- 
dex. In practice there are two quite 
different approaches to this problem. 
In one approach, the man responsible 
for market-index selection will spend 
months and months examining pos- 
sibilities weighing each, and so on. 
In the other, he will spend little time 
on the market-index selection prob- 
lem. He'll simply pick, on judgment, 
an index which seems to fit his prob- 
lem—and go to work on it. 

Surprising as it may seem, the lat- 
ter approach has been proved to be 
far sounder. Here's the explanation: 
Consider the spread in sales _per- 
formance in the example above—the 
top-performing territory with a PI 
of 150, the low-pertorming territory 
with a Pl of 50. Now let's concen- 
trate on the weaker territory. Sup- 
pose that it represents 5 per cent of 
company sales—whereas, according 
to the market index, it should repre- 
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How To Help Keep Your Key Men Fit 


Today as never before, Management faces the problem of “Executive Tension” 
in the key man who is overwrought, often overweight, and losing his grip on his job. 


MANAGEMENT has a big investment 
in top Hight executives. With these key 
men in short supply today, firms across 
the nation are faced with the Orave 
problem of ke eping their executives in 
good health. 

Tied to his desk, today’s executive is 
otten unable t vet re gularly the exer- 
cise essential to good health. He builds 
nervous tensions while adding danger- 
ous pounds to his w ight. Or he 
becomes a “weekend athlete’ —cr; 
ming all his exercise int 
of violent activity that c 
strain his heart. 

Happily, there is now 
these dai overs, | 
ecutive Fitness 
way to: 

s Cet eSSE ntial CX 
...Without fatigue 


®kase away the musculay rnd 
nervous tensions that a normal person 
builds up during a hectic business day. 


® Help get rid of unsightly and un 


healthy Habbiness, to help achieve a 
figure without stoop, paul h and Sag. 

All this is accomplishe d with the 
help of the unique Office (vm ®. 
Pertected by proneer heure control ©CxX- 
pert, B. H. Staufter, it is the heart of 
the Stauffer Executive Fitness Program. 
(Furnishing of Office Gvms to execu- 
tives, in a health program, would be 
tax deductible. 

A half hour on the Office Gym 
provides essential daily exercise —im- 
portantly withou 
report that thi 
feel wonderfully r 


ment 1 | 


ett rth SS ec % 


helps remove excess 
a trim figure without 


strenuous exercise. 
You simply lie down on the Office 


} 


Cvm and let it vo to work 
massaging ind CXeTCISII 

] i ] 
You relax No need t Pull 
otf vour coat. 
business has t: 
time prohtal! 

7 

Ing business re} 


tness Program. 
rth Vineburn 
( alifornia. 














looked 
everywhere... 


Lamp in hand, Diogenes tramped barefooted through the streets 
of Athens looking, he said, for a truly honest man. There must have 
been many relatively good men and true in old Athens. The trouble was 
probably with Diogenes. Like many of us, he aimed for perfection and 
just set his standards too high. 

Today, many manufacturers find themselves in a like fix. 

In their zeal to make an honest product, they frequently reject parts 
and materials that would be perfectly good for their purposes. Why? 
Because they reject for seeming defects. Or, they toss out bad parts far 
too late,—a/fter much production time and labor 
have been spent on them. 

In either case, these men rob themselves of legitimate profit 
through unnecessary high cost. 

Magnaflux nondestructive test systems are in wide use, as a means of 
controlling production costs and quality. They make defects visible or 
show incorrect material characteristics or composition—at any stage of 
the production processes. Such early detection permits 
rapid correction of small troubles before 
they become big and expensive. 

If you would shed light on how Magnaflux Test Methods could help 
improve your production operations, write for your copy of “LOWER 
MANUFACTURING COSTS”. This new booklet clearly illustrates 
where and how these production tools have helped others. 

They can do the same for you. 

Test equipment by Magnaflux can be tailored to your exact needs. 
Prices vary from a few hundred to a few thousand dollars— 
outright sale, no rentals required. 

Moral: A little light can uncover a problem...a little 
thought can suggest a cure. 
HALLMARK 

OF QUALITY 


IN TEST SYSTEMS 
To Test is to Economize 


MAGNAFLUX CORPORATION 


7322 W. lawrence Avenue @« Chicago 31, Illinois 
New York 36 @ Pittsburgh 36 e Cleveland 15 @ Detroit 11 e Dallas 35 @ Los Angeles 22 
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sent 10 per cent. It is the ratio of the 
3 per cent (actual sales) to 10 per 
cent (potential sales) that gives us 
the PI of 50. 

Now suppose our market index is 
in error—its not precisely accurate. 
[f we assume it errs by plus or minus 
10 per cent, we divide the 5 per cent 
by either 11 per cent or 9 per cent, 
and we have a_performance-index 
figure somewhere between 45 and 
55. No matter how you slice it, that’s 
a problem territory. Or suppose the 
index is in error by as much as 20 per 
cent. Divide the 5 per cent by 12 per 
cent or 8 per cent or any figure in 
between, and you come up with a 
below-par problem situation. Any 
market index that in your own judg- 
ment fits your situation is likely to be 
quite accurate enough for your in- 





THE AUTHOR « In 1955, 
after eight years as direc- 
tor of marketing research 
and one of the owners of 
Tatham-Laird, Inc., a 
Chicago advertising agen- 
cy, Richard D. Crisp be- 
came president of his own 
firm, Richard D. Crisp and Associates, Inc., 
a specialized consulting organization in the 
marketing-management field. He has also 
been staff assistant to the sales vice pres- 
ident of S. C. Johnson & Son, Inc.; manager 
of the marketing department of Foote, Cone 
& Belding; account research supervisor for 
Lord & Thomas; and a member of the mer- 
chandising staff of Young & Rubicam, Inc. 
He lectures at Northwestern University and 
is the author of several books, including 
Marketing Research, just published by Mc- 
Graw Hill, and sales analysis texts used by 
the International Correspondence Schools. 





itial territorial 
measurement. 
The practical approach here is to 
get what seems to be a good (though 
not perfect) market index. Use it. 
Find your below-par _ territories. 
Start the wheels grinding to find 
the causes of those weaknesses and 
correct them. Then—while remedial 
work is in progress—put as much 
time as you can spare into refining 
and improving the market index. 


sales-performance 


Problems or Opportunities? 


Up to this point there have been 
frequent references to weaknesses in 
sales performance. It is important 
to introduce a distinction in tense 
here. When you are analyzing past 


sales performance, a territory in 
which sales have been far below par 
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MAIL COUPON TODAY 
(Or Phone MElrose 5-3571) 


ee DIRECTOR. INDIANA DEPARTMED 
333-D. STATE HOUSE 
INDIANAPOLIS. INDIANA 
Dear Sir: 


Please send me a copy of your new 40 


so much industry 
prefers to locate in 


DEBT-FREE 


INDIAN 


INDIANA IS 


COMPLETELY 


DEBT-FREE! 





INDIANA'S 
“Right-to-Work” Law 


1S THE FIRST ENACTED BY 
A MAJOR INDUSTRIAL STATE 


INDIANA ~~ 
IS NOW THE zw. 
CENTER OF 

almost EVERYTHING 


IN INDIANA 
YOU CAN'T BE 
MORE THAN 25 MILES 
FROM A COLLEGE! 


and ONLY 1 PLANT 

HAS LEFT INDIANA 

...FOR EVERY 100 
WHICH HAVE COME IN 


NOVEMBER 1957 


QWs 

ps 
OTHER State / 
and Local “= -” 
Governments are 


BILLIONS IN DEBT! 
{up 200% in 10 years) 


corporation tax 
manufacturer's tax 
net worth tax 


value-added tax 


115 MILLION 
PEOPLE 
WITHIN 
575-Ml. RADIUS 
CENTER OF 
AMERICAN MARKET 


60 COLLEGES, 
UNIVERSITIES 


and Extension Centers 
.. including top-ranked 


engineering schools 


INDIANA IS 


IN ITS ? IN THE 
Sf areca nd NATION 
in per capita 


NEW-PLANT BUILDING 


'$1.7 billion 1954-57 + 6.5% of U.S. tetol 


INDIANA'S 
CONSTITUTION 


FORBIDS 


Bonded State Debt 


IN INDIANA 


New Industries 
DON’T pay 
yesterday’s bills! 








NO penalty tax 


ONLY 1 
NO “use” tax 


— Indiana Tax-Rate Increase 


NO sales tax in 26 years 


NO “nuisance” tax AND NO MORE CONTEMPLATE 


NOW == 
—) INDIANAPOLIS ~~ 
p> =~ - @ 
& 


_ 


PENNSYLVANIA 
1850 


INDIANA is literally the 
“CROSSROADS 


CENTER OF 
of the NATION” 


U.S. MANUFACTURING 


Es 7 NEW PLANTS A 


MONTH IN INDIANA 


April 55 - May '57 


and 10 A MONTH 


for the past year 


“PROOF 
of the <7, )) 
PUDDING” V 


is Industry's RESPONSE 
to “The Indiana Story” 





On a per capita basis: 


INDIANA OUTRANKS 
THE STATES WHICH ADD 
THE LARGEST TOTAL 
VALUE TO GOODS 
BY MANUFACTURE 


When YOU plan a plant 
Remember 


DEBT-FREE 
INDIANA 
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Don’t Overlook Fresh Air Supply 


When You’re Looking For More Profits 


RODUCTION suffers when make-up air is not pro- 

vided to replace that exhausted during process opera- 
tions, paint spraying, etc. Now the simple and dependable 
way to deliver an adequate fresh air supply to the plant 
area requiring it and always at comfortable room temper- 
atures is through Wing ‘‘FAS”’ (Fresh Air Supply) Unit 
Heaters. Exhaust fans then can operate at full efficiency. 
Processes are more closely controllable. Workers feel 
better and work better. Production is increased. More 
uniform quality is maintained. 


Wing “FAS” (Fresh Air Supply) Unit Heaters are 
‘“‘package’’ units that require no elaborate duct work and 
thereby hold installation costs down. Operation is auto- 
matic with thermostat controls maintaining tempera- 
tures. For other details ask for Bulletin FAS-1. 


L.J. Wing Mf9.Co. 


DIVISION OF AERO SUPPLY MFG. CO. ING 


315 Vreeland Mills Road: Linden: N. J. 
In Europe: WANSON, Haren Nord, Brussels, Belgium 


FRESH AIR SUPPLY 
HEATERS 
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unquestionably represents a_ rela- 
tive weakness. When you are trans- 
lating the results of this approach to 
the sales organization, however, you 
should switch your tense. You should 
recognize that a past weakness repre- 
sents, in effect, a present or future 
opportunity. 


A Double-Edged Tool 

Speaking of tense, this approach 
can be used with equal facility in the 
past or future tense. Thus you can 
use it to conduct an analysis of sales 
performance in a time-period that is 
behind you. You can also use it in 
conjunction with a sales forecast to 
guide you in setting realistic sights 
for future performance. It is espe- 
cially useful in increasing the accu- 
racy of your sales-quota setting. 

An application of it to quota-set- 
ting that has measured up to the 
needs of practicality might take this 
approach: Select some number of 
vears in the course of which you ex- 
pect (or hope) to correct to a consid- 
erable extent your existing pattern of 
sales weaknesses. Suppose we take 
five as that number, and embark on 
a “five-year plan.” We have analyzed 
past sales performance. Our weakest 
territory has a PI of 50. The number 
of points of sales performance sep- 
arating that territory from a just- 
average job is 50. Divide the number 
of points (50) by the number of 
years (5), and vou get the target in- 
crease in sales performance for the 
vear ahead. That would be last year’s 
PI (50) plus the target increase (10), 
or 60. Thus the quota for next year 
would be 60 per cent of the terri- 
tory’s sales par, as we have calculated 
above. 

One important advantage of this 
approach is that it eliminates the 
personal factor, and reduces the like- 
lihood that favoritism will enter into 
quota-setting. 


Getting Under Way 


It should be emphasized that this 
approach to increased marketing- 
management effectiveness can pay 
rich dividends in added profit and 
volume. It should also be empha- 
sized that a sales problem in a given 
territory, uncovered through this ap- 
proach, won't go away simply be- 
cause you wish it would. To make 
this program work, it’s necessary to 
combine the analytical approach de- 
scribed above with a planned pro- 
gram for finding the causes of weak- 
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ness and for taking positive action 
to eliminate the causes thus uncov- 
ered. 

One last word of caution: If you 
introduce this approach into your 
organization for the first time, there 


is one problem that mav frequently 


develop. 


Look Before You Leap 


Analysis shows that a given terri- 
tory is very weak. The marketing 
executive studies the facts and de- 
cides that they “prove” the terri- 
torial salesman or district manager 
there is no good and should be re- 
placed. This is where the experience 
of many companies savs “Whoa!” 
The initial territorial sales-perform- 
ance level represents the net effect 
of everything vou have ever done in 
all the vears in which vou have been 
in business in a territory. It may well 
have been weak long before the 
present man moved in, and he mav 
be achieving real progress in over- 
coming the weakness. Don't jump to 
conclusions. Share with vour men 
the knowledge you develop about 
existing opportunities, and youll 
soon find out which of them are “on 
the ball.” 

When this program has been in 
progress over a period of time, the 
trend in the level of sales perform- 
ance becomes a key factor to watch. 
Unless you know where you are 
weak and where you are strong, 
strong territories are likely to get 
stronger and weak ones weaker. This 
approach is a way, first, of finding 
out where you are strong and where 
vou are weak, and, second, of meas- 
uring your progress in correcting 
vour weaknesses. END 
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. then, when things get slow at the 
plant, | work here until the job picks 
up again.” 
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After all, Neenah’s finest cotton fiber 
bond costs less than a penny a letterhead. 
Make your valuable ideas appear even 






more valuable with a modest investment 








in your business letterheads. 






You can help create a 


letterhead that helps your 






company succeed. The 






first step is to ask your 









printer for a free copy of 









Right Letterhead for You.” 
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neenah paper company 


A DIVISION OF KIMBERLY-CLARK CORPORATION 
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A Knowing Look 


of the TV camera to overcome distance, dust, or 


A hen Lockheed wanted to watch the in- flight 
behavior of the giant skis on their 62 ton C-130 
Hercules propjet —they used an IT&T closed- 
circuit TV system to show engineers inside the 
plane exactly what was happening. 

Closed-circuit television systems developed by 
International] Telephone and Telegraph Corpora- 
tion are proving to be valuable tools for industry, 
management, and the military. 


When there’s a need to see. vou can use the eves 


hazardous locations—even to peer inside a boiler! 

It takes you anywhere—and sees everything. 
This is another major contribution in visual 

telecommunication and electronic controls by the 


creative engineering of [TaT. 


INTERNATIONAL TELEPHONE AND TELEGRAPH CORPORATION, 67 Broad Street, New York, N. Y. 


For information about Closed-Circuit Television Systems write Industrial Products Division of lal. 
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100 Kingsland Road, Clifton, N. J. 
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KNOW YOUR EXPORT CREDIT TERMS 


ALEXANDER O. STANLEY, /nternational Markets Editor 


To make the most of your present overseas markets—and 


open up new soles areas in the future—you’ve got fo know 


your way around in the export credit field. Here’s how 


118 U.S. companies sold over $500 million abroad on cash 


and credit terms, and how they fared with their credit receipts. 


entering a 
re- 


WORLD TRADE is 
period of uneasy adjustments, 
flecting the hesitation uncer- 
tainty about the domestic business 
outlook that has been evident recently 
in some quarters. Since the United 
States occupies the No. 1 spot in the 
interchange of exports (17 per cent 
of world totals ) and imports (13 per 
cent), American activity in world 
markets has a telling effect on al! in- 
ternational trade. 

While the 90-odd countries with 
which we trade actively want the 
products of our plants, the produce 
of our farms, the primary ase of 
our mines, thev also need ¢ 1 ready 
market for the many commodities 
they offer in exchange. A glut in pro- 
duction, a softening in prices, and a 
shrinking sales potential for their key 
exportables—such as copper, oil, cof- 
fee, and wool—make it tough for 
countries abroad to acquire dollars 
and other foreign exchange pay 
their bills. 


and 


New Stress on Credit 


In the past, this gap between the 
daily debits and credits of interna- 
tional trade has been reduced by the 
extension of commercial credits. And 
it may be expected that the system of 
carrying Overseas accounts on credit 
will again become a popular vehicle 
—from necessity rather than choice. 

To find out representative 
U.S. companies are presently selling 
abroad, and what changes, if any, 


how 


NOVEMBER 


1957 


are being contemplated in credit pol- 
icies, DR&MI recently conducted a 
survey among 115 U.S. companies 
The findings that resulted offer man- 
agement some significant guides for 
future planning. 

Total sales volume reported by 
these companies for the fiscal year 
ending June 30, 1957 was approxi- 
mately $546 million; the number of 
accounts sold, 7,258. The pattern of 
credit terms was as follows: 

Letters of credit. .............. >: 

EES ee 


is ee rt 
Open i ale Rare Aes & 16% 


As for payment experience, the 
large majority of these companies (78 








USE OF CREDIT TERMS, LATIN AMERICA 


Number of respondents. ............cccee: 


Total volume of sales (in millions of dollars). $18.2 


Asked whether they had revised 
their credit policy in 1957. 26 per cent 
of the companies reported liberaliz- 
ing credits; 10 per cent said they had 
restricted credit for various reasons 
(usually company policy or condi- 
tions abroad), and 64 per cent re- 
ported no change. Looking ahead to 
1958, 28 per cent expected to broaden 
their credit base, 10 per cent plan to 
restrict credits, and 62 
ticipated no change in their credit 


per cent an- 


policy. 

Betore detailing the findings of the 
current study, it would be instructive 
to look at the results of past survevs 


undertaken by the International Divi- 





sion of Dun & BRADSTREET. INC. Since 
1937 194] 1957 | 
308 514 118 | 


$102.7 $177.2 


Percentage Of credit sales... . 2... ccc cccces 66 49 44 | 
Percentage of sight draft sales............. 23 26 34 | 

, ~ ' 
Percentage of letter of credit sales.......... I] 25 20 | 


Percentage of installment sales............. 


+ 





per ce nt) reported that they have re- 
ceived prompt payments. Sixteen per 
cent report slow credit payments; 6 
per cent, payments dei: iyed by ex- 
change difficulties. 


these were limited to Latin America. 
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crest of a sellers mar- 
of short or 
barrel- 


bound on the 
ket 
secured terms. 
head” was the popular refrain among 
This policy 


, encouraged the use 


Cash on the 


export credit executives. 
made tor a high cash flow to U.S. ex- 
porters and seemed sensible in the 
face of wavering currency values and 
tightening import controls. 

But today, foreign 
ments have begun to 
possible soft spots in the U.S. eco- 
their concern may be 


when govern- 


worrv about 
nomic picture, 


translated into detensive measures 
that could cut deeply into our export 


sales. 


Differing Foreign Practice 
The 


goods 


resort to credit to move the 
off factory floors ware- 
house shelves is nothing new. Against 
the backdrop of growing inventories, 
credit risks seem the of two 
evils. But to shift from a cash to a 
credit policy in the international field 
calls for a understanding of 
credit instruments. These are applied 
somewhat differently from those em- 
ployed domestically. At the root of 
the problem is the fact that the com- 
different coun- 
as does the degree of the 
protection they afford. Although 
sightdraft covering a “to order, bill of 
is recognized as a C.O.D. by 
it is not an effective 
(Colombia, 


OF 


lesser 


clear 


mercial codes of the 
tries varv. 
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most countries. 
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BREAKDOWN OF TERMS OF SALES, VOLUME, AND 





No. of Annual 


respondents sales 
active 
in area 


Cc 
to 6/30/57 
in million $ 


No. 
ot 
A/Cs 
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Range of Export Credit Terms 
Most Frequently Used 
(percentage analys 
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Payment 
Experience 
(per cent) 
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FOOD & ALLIED PRODUCTS 





Latin America... I1 6.317 
So 7 147.492 
Middle East 3 0.195 
3 2-. eee 6 15.812 


374 


45 
58 
33 
27 


I 
4 


69 
100 
50 
90 


26 





TEXTILE MILL PRODUCTS 





Latin America... 
Europe 

Middle East 

Far | 


0.226 
0.006 
0.048 
2.714 


a 


37 
6 


152 


75 





APPAREL & ALLIED 


PRODUCTS 





1.289 
0.342 
0.035 
0.576 
0.193 


Latin America... 6 
Europe. .... 

Middle East 

Africa. ° 

Far East..... 


992 
374 

23 
334 
113 





FURNITURE & ALLIED PRODUCTS 





0.610 
0.118 
0.008 


Latin America... 
Europe 

Middle East. 
re ().033 
Far East.. 0.050 
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PAPER & ALLIED PRODUCTS 





14.509 
52.291 
0.760 
2.565 
5.676 


Latin America... 
2 
Middle East 
on: oe 

rar East... 





CHEMICALS & ALLIED PRODUCTS 





1.491 
6.393 
0.077 
0.001 
6.6386 


Latin America... 9 
Europe. 

Middle East 

Africa. bia oe 

Far East. pace 
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159 
10 
4 
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PETROLEUM & COAL PRODUCTS 





Latin America... 2 0.610 
Europe..... 2 1.17 
| 
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en ie ere 
E ar I ast. 


0.00] 
1.750 





LEATHER PRODUCTS 





Latin America . é. 3 0.539 


ee 
0.004 








STONE, | ‘CLAY & GLASS PRODUCTS 


1.620 


> «9 
2.520 


Latin America... 4 
Furope.... 


‘ 
rar Es aera’ - 


PRIMARY METAL. PRODUCTS — 


2.13 


140.805 
106.704 
0.00] 
0.004 
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Latin America... 
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Far | ASL. . 1.2.4. 4 
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Europe. cece seee 4 
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PAYMENT EXPERIENCE BY 





AREAS/INDUSTRIAL GROUPS 





Range of Export Credit Terms 
Most Frequently Used 
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Experience 









































Annual No 
respondents sales of (percentage analysis) _ (per cent) 
? to 6/30 57 ACs feet Over Exch. 
in million $ sold L‘C S/D_ 30ds. 64ds 90ds 90ds O/’A Ins PMT Slow Slow 

MACHINERY (EXCEPT ELECTRICAL) 
Latin America... 14 6.295 207 31 380 2 § jl 8 4 82 17 
CUOMO. 66s ace 10 0.516 41 40 48 4 8 100 
Middle East 5 24 3 @2e mw ¢ © 4 @ & Fh sz 
Alea... 6 1.179 1] > <@ 3 7 24 100 
Far East 8 1.224 28 68 £24 8 95 5 
ELECTRICAL MACHINERY, SUPPLIES & EQUIPMENT 
Latin America... 9 0.897 199 25 3% 9 9 3 l 22 70 24 6 
Furope..... Y i» eee 6s Re |e 16 82 13 5 
Middle East..... 5 0.029 5 82 Y 9 100 
i 7 S 0.111 29 60 7 7 3 23 100 
Per Bast... s+. 10 0.295 so fs a #8 2 5 - = 7 7 
PROFESSIONAL, SCIENTIFIC & CONTROLLING INSTRUMENTS 
Latin America... 5 G272 zat Onell mmwelhUOUDSlUCOG m6 SC WUC MS 
So errr 5 0.130 28 33 #17 «217 l l6 16 100 
Middle East 5 0.006 10 =100 100 
oo 3 0.124 55 4 2! Y 2] 7 100 
Far East 4 Gizt 2 = 6.6 «9 16 9 92 8 
MISCELLANEOUS MANUFACTURING INDUSTRIES 
Latin America... 4 0.429 836 — te SZ 24 70 30 
eee 2 0.012 31 100 
re 2 0.001 2 50 50 
, <. eee 2 0.002 l 25 a @ b 
EXPORT BROKERS 
Latin America... 7 0.689 335 244 35 2 8 7 2 4 71 29 
SS eee 5 0.217 nD 2 83 17 
Middle East..... 4 0.050 4 100 100 
a se e646 Kus 6 0.195 28 43 32 10 10 = £5 7§ 25 
Far East 5 0.364 1] 7 as 5 5 5 5 50 50 
UNCLASSIFIED 
Latin America... 4 0.391 42 280 7 65 85 15 
2 3 2.794 13 100 100 
Middle East l 0.001 
a 2 0.017 l 100 100 
rar East. ...... 3 0.057 3 100 100 





BREAKDOWN OF 


TERMS 


OF 


SALE, VOLUME, 











AND PAYMENT EXPERIEN 
CE BY INDUSTRY > 
Experience 
Annual No. Terms of Sale (per cent?) 
sales of Exch. 
No. (million $) A/Cs L/C S/D T/D OA Ins. PMTSlowSlow 
| are eee 27 169.816 696 24 45 22 7 vt .4 
Pee Wile I, on on ce ck ecccccccs 8 2.994 3S S22 tH BB 89 4 7 
PORES TGUIIEY 5 onc cc ecccccens 16 2.435 1836 15 32 9 44 70 27 3 
Furniture industry............... Y 819 18 39 25 4 32 70 16 #14 
og EP arrera are e 26 = 75.801 676 36 33 16 «#15 76 20 4 
Cheemnceas tacesery ... . coc ce ccc c cs 35 14.648 676 31 35 17 #15 2 76 16 8 
Petroleum /coal pdts.... 7 3.536 170 46 16 25 13 71 15 14 
ee 5 543 78 > aa es a 45 17 38 
Stone /clay /glass pdts... ......... 8 6.28] 298 30 32 30 = 6 : ee ae |S 
Primary metal pdts............... 20 248.787 77 39 31 «2! I 8 7§ 20 5 
Fabricated metal pdts............ 13 327 148 36 20 14 29 | 80 II Y 
WERCEOTY G. GEOG. 55 ccc cece cues 43 11.228 362 36 36 16 £7 5 80 II Y 
Electrical machinery............. 4] 2.314 287 32 26 23 18 | 76 18 6 
Prof. sci. instruments............ 22 654 409 35 26 14 17 #=8 86 II 3 
Miscellaneous mfg............... lO 444 870 2 43 26 29 70 30 
Export brokers... 27 1515 403 32 35 28 5 73 27 
i ee i ee a a at 13 3.260 59 13 3 84 93 #7 
pO FPS CLC CRTC Te Te 545.802 7258 33 32 17 16 2 78 16 6 
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dominantly used in shipments to the 
Middle East (three out of every fou 
to the Far East 
(two out of three transactions ). They 
were less frequently used in exports 


transactions ). and 


to Latin America—once in every five 
sales. Distant markets and uncertain 
or weak economic conditions seem to 
inHuence exporters in favor of letters 
of credit. 

The industry pattern seems fairly 
constant except in the case of the ap- 
parel group (15 per cent of the trans- 
actions ), the leather group (9 per 
cent), and the miscellaneous manu- 
facturing group (2 per cent). Letter- 
of-credit terms were extensively em- 
ploved by the textile mill group (52 
per cent of the transactions ) and the 
petroleum and coal products group 
(46 per cent). 

e S/D = Sight Draft 

The sight draft. the C.O.D. of in- 
ternational trade. usually calls for the 
release of bills of lading against cash 
payment to the bank. 
There are occasions, however, when 


collecting 


the documents are sent direct to the 
buyer abroad—to enable him to ex- 
amine the 
clearance, for example. But these 


goods before customs 
cases are the exception. 

In terms of popularity, sight drafts 
are a close second to letters of credit: 
they are used in 32 per cent of all 
transactions. The sight draft is much 
in vogue for Latin American and Eu- 
ropean transactions, covering roughly 
a third of the shipments. But it is in- 
frequently used as a bill of exchange 
in the Middle East (11 per cent of the 
transactions ) and the Far East (19 
per cent). Here distance. 
heavy commitments in shipping costs, 


again. 


and uncertain market conditions in- 
hibit the use of this short-term paper, 
which entails some risk of refusal of 
shipment and consequent loss in time. 
turnover, and money for the exporter. 


Users of Sight Drafts 


It is, however, on the high-use side 
in the tood industries group (40 per 
cent of the transactions ) and the mis- 
cellaneous manufacturing industries 
(43 per cent). Industries that use it 
infrequently include the textile mill 
group (12 per cent), petroleum and 
coal group (16 per cent), the fabri- 
cated metal products group (2 
cent) and the leather products group 
(22 per cent ). 

e T/D (or 30 ds/60 ds/90 ds 
ds) = Time Drafts 

Time drafts are the most variable 
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Now Heyer offers 
Push-button Duplicating 


--af little more than the 
price of some 
hand-operated 

machines 


MODEL 76 


OM Wark 
CONQUEROR 


SPIRIT DUPLICATOR 


= | .S Rene Plus Tax 


Every office duplicating job can be done 
much more easily on the new Model 76 
Mark II Conqueror automatic electric du- 
plicator. It delivers 110 clear, crisp copies 
per minute in 1 to 5 colors .. . at a frac- 
tion of a cent per copy. Its constant speed 
produces better and more uniform copies; 
it frees the operator so that the copies 
can be observed; and most important... 
there’s no effort on the operator’s part, 
for this new Conqueror runs without watch- 
ing, and even turns off automatically. The 
Model 76 Mark II offers all this, plus new 
engineering improvements . . . at a price 
that can’t be matched! 


Send for 
this FREE 
Booklet 
TODAY! 


‘ 
The HEYER Corporation 11-57 | 
1848 S. Kostner Ave., Chicago 23, Ill. 


Send additional Mark II 


Please send FREE 16 pg. booklet on Heyer 
Mark II] Conqueror duplicators. 
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credit instruments in export ship- 
ments. They provide the maximum in 
credit safety for the e xporter and al- 
low a credit period to buyers abroad. 
There are basic variants, the 
sight draft and the date draft. The 
difference hinges on who fixes the ma- 
turity date. For ex: imple, the 30-day 
sight draft maturity is established 
from the time the buver accepts the 
draft. : the 30-day date 
draft credit period starts at the time 
the seller Usually. 
exporters are governed by the cre dit 
responsibility of the buyer and the 
transportation time in deciding which 
type of document to use. Then, too, 
there are certain conditions (need for 
pre-examination of merchandise at 
customs, for example) under which 
exporters allow the buyer abroad to 
take possession of bills of lading and 
other documents without first accept- 
ing the draft. This is known as “time 
draft/clean.” It involves an important 
concession, since the transaction then 


two 


Conversely. 


issues the draft. 


becomes virtually open account, with 
acceptance in suspense until the buy- 
sign the draft. The 
standard practice, identified as “time 
dratt/attached” requires formal ac- 
ceptance and acknowledgment of 
the debt before de livery of the ship- 
ping documents to the buyer. These 
instruments are required in every in- 
stance to the merchandise 
through foreign customs. 


er chooses to 


clear 


Facts on Procedure 

Because time drafts are unfamiliar 
to the average U.S. company, it is im- 
portant to sve!l out two vital and 
fundamental techniques. 

1. Instructions to banks on drafts. 
Banks handling foreign drafts for col- 
lection usually furnish their custom- 
ers with instruction sheets to be 
attached to each draft drawn. These 
forms request instructions on how 


the draft is to be presented and what 
is to be done by the correspondent 
bank (which becomes custodian of 
the goods) in case the draft is re- 
fused. Too much care cannot be ex- 
ercised in filling out these instruc- 
tion sheets. 

2. Protest One of the 
prime bills otf ex- 
change in Latin America, and other 
countries where the Napoleonic 
Code is the basic pattern for the com- 
mercial statutes, has to do with the 
protest of time drafts. If an export- 
er ships on time-draft terms and prop- 
erly instructs his bank, 
by law to protest the draft for non- 
payment within a designated time 
limit. This in due process leads to an 
“executive judgment” issued in his 
favor entitling him,’in some countries, 
to embargo or shut down the estab- 
lishment of his customer until the 
draft is liquidated. 


actions. 


laws governing 


he is allowed 


Value of “Protest” 

The importance of protest is some- 
times overlooked. In many countries 
a repudiated draft has no standing in 
court unless a formally notarized 
statement of the facts, technically 
known as a “protest,” is attached. 
Unless the bank is authorized to is- 
sue this, charging the fee to the ex- 
porter or adding it to the face of the 
draft, subsequent suit may be im- 
possible. 

In countries where valuable rights 
are sacrificed by not protesting, it is 
ordinarily good judgment to protest. 
But consideration should be given to 
the cost of protest in re dation to the 
amount of the claim, the time limit 
for protesting, and the legal benefits 
to be derived. Protest is legal evi- 
dence that the bill has been pre- 
sented and the buyer has not paid, 
and it preserves the right of recourse 
against third parties. In some coun- 





AREA ANALYSIS OF EXPORT SALES AND 
PAYMENT EXPERIENCES OF 118 U.S. COMPANIES 
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Latin America. . 


Europe 


Africa 


Far East 


177.266 104 YA» 20 
322.118 7] a > 34 
Middle East.... 3.225 40 ; 75 

4.807 43 : 45 
38.388 72 63 
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This steel framework marks the site of a major automotive 
supply depot 
industrial progress. It is the second of two such facilities 
brought to Atlanta this year, each built for one of the 








and still another step forward in Southern 

















“big three’ automobile manufacturers ... with all structural 
Project: steel for both projects fabricated and erected by 
Major Automotive Supply Depot, International. This dual choice of a relatively distant 
Atlanta, Georgia source of steel for construction was based on two 

prime factors: (1) International's nationally proved 
Architects: ability to fabricate steel to the most exacting 
Smith, Hinchman & Gylls, Inc., Atlanta specifications (2) and to follow through with deliveries 

and erection to match the most demanding construction 
Contractors: schedules. America’s leading contractors count on 
Henry C. Beck & Company, Atlanta International Service . . . So can you! 


ALL STRUCTURAL STEEL 
fabricated and erected See Our Complete Catalog in 

by International Sweet’s Industrial Construction File 7a 
Steel Company 














Wraemarousc \N TERNATIONAL STEEL COMPANY 


Seevice 1323 EDGARSTREET © EVANSVILLE 7, INDIANA 
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tries the preferred status given to 


Why protest items is known as “executive 
action. This provides: 
hy : C - 1 - (0) bk : 7 t 1. Restrictions on the detense that 
may be set up by the acceptor, other 
° than fraud. 
Lowers Costs, Increases Production, 2. Facilities to obtain a judgment 
in - o in less time than if the suit were 
Improves Quality of Grinding Wheels brought under common civil action. 
. | 3. The right of attachment of the 
de Sea! Ss property upon commence- 
ment of the legal action. 
In such countries, therefore, pro- 


Bay State Abrasive Products Company, one of the largest and most pro- 
gressive manufacturers of abrasive products, Microhones the arbor hole 
of their snagging wheels to secure improved wheel performance, reduce 
manual handling, lower processing costs and increase production. test is an advantage, and usually re- 
sults in some effort on the part of the 


Why Microhoning Saves Time, debtor to arrange a satisfactory set- 
Energy and Reduces Processing | tement. — ee 

Ordinarily, this will save the sub- 
Costs of Arbor Holes over 50%: stantial costs of prosecuting a suit un- 
der “ordinary action. Since “ordi- 


Less Equipment—one Muicrohon- ‘net 
nary action’ is based on a contract. 


ing machine does work of two + Milage 
grinders. the detendant can set up the defense 
that the goods were not in accordance 
a Wi he sample. or were not deliv- 
ing processes 450 to 600 grinding ith t - unpre ; . 
wheels per set of abrasive sticks; ered. VU“ here the defendant wishes to 
abrasives cost was substantially avoid payment, he can prolong the 
nos i with former grinding suit under “ordinary action’ and de- 
— lay final judgment for a lengthy peri- 
Less Maintenance— Hydrohoner od. This explains, in part, the reluc- 
has no chucks to maintain and tance of experienced exporters to 
there is now only one machine ship goods on open account except to 
instead of two. 


Less Operating Costs— Microhon- 


the most reliable concerns. An “exec- 
Less Gaging— Microhoning auto- utive action” brought about by pro- 
matically brings a son to test of the accepted draft, on the 
size within .003” tolerance; for- other hand, makes it possible to ob- 
mer grinding method required sii call ny fiv ; st enna 
repeated gaging during operation. tain judgment in ve or six wet s in 
many cases. This is a very valuable 


Why Microhoning Improves Performance of Grinding Wheels: | right. 


Better Fit—inherent qualities of the Microhoning process are geometric Not Commonly Used 
accuracy and ability to hold close tolerances . . . rounder and accurately 


sized arbor holes assure a better fit. It is difficult to set forth any gener- 


al rule regarding protest. Actually, 
use of this diaaties measure is only in- 


| | frequently necessary. It does, of 
Less Chatter—Microhoning assures arbor holes that are square with faces course, prov idea high degree of pro- 
and more concentric with O.D. 


Less Arbor Wear—Microhoning cuts both abrasive grain and resinoid bond 
while producing a smoother hole. 


tection in the humilis of a competent 
See page to right for ‘‘How Microhoning’’ accomplishes the above results. credit manager, and for the most part 
The principles and application of Microhoning are explained in a 30-minute, the legal steps are simple and inex- 
l6mm, sound movie, “Progress in Precision” ... available at your request. pensive. However, where the export- 
er is so uncertain about the buyer's 
credit responsibility that he feels it 
necessary to instruct his bank to pro- 
test a draft for non- payment, it might 
be far wiser simply to restrict the ac- 
count to fully secured terms, requir- 
NAME ing a letter of credit or a substantial 
TITLE cash deposit, and let the balance of 
COMPANY the shipment go forward under 
straight sight draft, documents 
STREET 
against payment. 
CITY STATE As the DR&MI survey shows, time 
drs atts are as 5 arative sly er ur in 


MICROMATIC HONE CORP. HEiuermeeenome 


OLCRAFT AVENUE DETROIT 38, MICHIGAN ac for one in "four of every 
ct anceatn ) : transaction in this area. Less in use in 


["] Please send me “Progress in Precision” in time for 
showing on (date), 

[] Please have a Micromatic Field Engineer call. 

[] Please send Microhoning literature and case histories. 
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shipments to Europe (12 per cent), 
the Middle East (11 per cent), and 
Africa (10 per cent), they are rarely 
employed in trading with the Far 
East, except in the Philippines, where 
60- and 90-day sight drafts are com- 
mon. These drafts are covered by 
trust receipts, issued by Philippine 
banks, which in effect discount the 
draft “with recourse’ to the buver. 
This type of discount is similar to an 
overdraft, and is available to the bet- 
ter credit risks locally. 


Who Uses Time Drafts 


Time drafts are most popular with 
the tood industries ( 22 per cent), the 
leather group (48 per cent), the 
stone, clay, and glass group (30 per 
cent), the primary metals group (2] 


per cent), the electrical machinery 
group (23 per cent), miscellaneous 
manufacturing industries (26 per 


cent ). export brokers (28 per cent). 
And they are least popular with the 
apparel group (9 per cent) and fur- 
niture group (4 per cent). 
@ O/A = Open Account 

Open accounts are the accepted 
standard in domestic trade and re- 
quire no definition. But they should 
be used circumspectly and made 
available only to the best risks. In 
many countries of the world a dis- 
pute involving open account trans- 
actions calls tor such monumental 
paper e\ idence of shipment, and is so 
costly to litigate, that exporters are 
prone to backtrack and sacrifice dol- 
lars just to stay out of court. 

The current survey finds only 16 
per cent ot shipments made on open 
account, mostly to Latin America (19 
per cent), Europe (14 per cent), and 
\frica (a surprisingly high 19 per 
cent). The Middle East received on- 
ly 2 per cent of its shipments on this 
basis, and the Far East was next 
lowest with 6 per cent. 

Industry practice on open account 
shows a wide disparity. Open ac- 
count terms are favored by the ap- 
parel group | 43 per cent of the trans- 
actions ), the furniture group (32 per 
cent), the leather group (25 per 
cent), the fabricated metals group 
(29 per cent), and miscellaneous 
manufacturing industries (29 per 
cent). Open terms were employed 
only infrequently by the food group 
(7 per cent), the stone, clay, and 
glass groups (6 per cent), the pri- 
mary metals group (1 per cent), the 
machinery group (7 per cent), and 
export brokers (5 per cent). 
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How MTG CUL TL 


Lowers Costs, Increases Production, 
Improves Quality of Grinding Wheels 


By changing from grinding to Microhoning of arbor holes, Bay State Abra- 
sive Products Company has realized substantially lower processing costs, 
raised productivity and improved the performance qualities of their 
snagging wheels. 
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Here’s How Microhoning Now Saves Time, 
Labor, Material and Processing Costs: 


1. Snagging wheels now travel from facing machine to Hydrohoner on a 

conveyor—there is no manual lifting or handling. 

A disappearing plug automatically locates wheels in Hydrohoner where 

they are clamped on the faces and remain stationary during Microhoning 

operation—there is no manual placing of wheels on chucks, or chucks to 
maintain. 

3. One Hydrohoner does work of two grinders; and one set of Bay State iron 
bonded, diamond sticks Microhones from 450 to 600 resinoid-bonded 
wheels—less equipment to maintain and lower costs for abrasive. 

4. In approximately a minute, Microhoning removes from .030” to .070” of 
stock from arbor holes ranging in diameter from 6” to 12”—processing 1s 
faster and material is saved because wheels can now be molded closer to 
final size. 


ho 





5. Microhoning tool automatically holds diametric accuracy within .003” 
tolerance—repeated manual gaging is eliminated. 





See page to left for ‘Why Microhoning” provides cost-and-time-saving benefits. 


Send Coupon for Complete Information 


Learn how Microhoning will give efficient stock removal, 
closer tolerances, accurate alignment and functional surfaces. 


Iw imono¥? 


[] Please have a Micromatic Field Engineer call. 
["] Please send Micromatic literature and case histories. 
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MICROMATIC HONE CORP. 


8100 SCHOOLCRAFT AVENUE + DETROIT 38, MICHIGAN 















LL 
FLIGHTS 


FROM NEW YORK 


TO EUROPE 


ROYAL DUTCH 
AIRLINES 


AND BEYOND 


SEE YOUR CARGO AGENT, FORWARDER 
or any KLM office for information and 
rates on your particular commodity. 
KLM Royal Dutch Airlines, 430 Park 
Avenue, New York 22, N. Y. 


Air Cargo Leader to Europe, the Near, 
Middle and Far East, and South Africa 





e@ Ins. Installment Contracts 

Fhe installment contract is used 
primarily in the sale of capital equip- 
ment, rarely in direct export sales to 
individuals in foreign countries. Here 
again, commercial codes are of prime 
importance, since repossession may 
be legally difficult, costly, or even im- 
possible in some cases because of the 
absence of adequate statutes. Under- 
standably, exporters tend to look 
with a dubious eye on installment 
contracts with most foreign  cus- 
tomers. 

Accounting for only 2 per cent of 
all export transactions, installment 
sales are a rarity. Two of the markets 
where they are employed, though on- 
ly toa limited extent, are E hurope and 
the Far East. Here only a modest 4 
per cent of all export transactions 
were of the installment variety. And 
the installment contract shows up in 
only half the 17 basic industry groups 
covered by this study. Most fre ‘quent 
use was found among the petroleum 
coal group (13 3 per ce nt of the trans- 
actions ), the primary metal products 
group | 8 per cent), the professional 
scientific, and contains instruments 
group (8 per cent). The products in- 
volved are in most instances equip- 
ment, 


The Payment Record 

With 67 per cent of all shipments 
involving some degree of credit risk 
—sight drafts are included, since these 
also entail the hazard of non-pay- 
ment—it is impressive to find a high 
degree of punctuality in overseas 
payments. Better than three out of 
four transactions (75 per cent) were 
liquidated on the due dates. Only 16 
per cent of the remittances were late. 
and 6 per cent were delayed because 
of exchange difficulties. Latin Amer- 
ica was the laggard, with 69 per cent 
of its payments prompt, 23 per cent 
labelled “slow,” and 8 per cent “ex- 
change slow.” Europe and the Middle 
Kast were meeting their commercial 
bills on due dates in better than nine 
out of ten cases. Analysed by trade 
groups, the best payment record was 
reported by the textile mill group, the 
stone, clay, and glass group, the fab- 
ricated metals group, the machinery 
group, and companies exporting pro- 
fessional, scientific, and controlling 
instruments. These industries placed 
prompt remittances at a level of 80 
per cent or better. The worst showing 
was reported by the leather industries 
—prompt payments were at a low of 
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45 per cent. All other groups were re- 
ceiving on-time liquidation of ship- 
ments abroad 70 per cent or more of 
the time. 


The Case for Export Credits 


Like any other instrumentality, 
credit can be used or abused, but past 
experience shows that it can help 
level the peaks and valleys of world 
economy. Traditionally credit losses 
in export activities have always com- 
pared favorably with those in many 
lines of domestic trade. For example, 
the previous study on this subject de- 
veloped by the International Divi- 
sion of Dun & BRADSTREET in 1941 
showed that credit losses averaged 
less than 4, of 1 per cent on a credit 
volume of $50 million worth of sales 
to Latin America. 

There have been proposals that the 
United States create a Government 
agency equivalent to the export cred- 
it insurance systems that have func- 
tioned for many years in Canada, 
England, France, Germany and many 
of the world’s principal exporting 
markets. However. opinion Is divided 
among professional export traders 
and service organizations regarding 
this type of “government support,” as 
its proponents call it, or “government 
intervention, as it is described by its 
opponents. And whatever the future 
of Government credit guarantees, it is 
evident that U.S. companies, anxious 
to move their goods to the stores and 
shops overseas, will in the immediate 
future have to give serious considera- 
tion to the use of existing credit tech- 
niques. END 


“Something inexpensive—to celebrate 
his getting a raise.”” 
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ACME ACTIVYISIBLE 'vs<«: 


make any drawer a visible record file 


Lies flat in natural 
posting position 


Simple to close— 
ready to return to file 


Portable .. . can be 
carried in pocket 








Save Time —tift with a single simple 
motion and pack opens to an instantly use- 
able, fully visible record file with all records, 
both front and back, immediately available 
for posting or reference. Every card is secure- 
ly locked in place, cannot become lost or mis- 
filed, yet it’s only a matter of seconds to attach 
a new card or to remove one that is obsolete. 


Save Space—Packs are filed 
vertically in trays, desk or file drawers, tubs 
or rotaries. Each pack of 25 record cards, 50 
records, requires only 2" of space. Remova- 
ble partition “‘reserves’’ proper filing space 
when pack is removed. Speeds refiling avoids 
misfiling. 

For new Records .. . For Your Present Records 


Ask the man from Acme to show you samples 


Pp Nae Ne VISIBLE 


District Offices and Representatives in Principal Cities 











Acme Visible Records, Inc., Crozet, Virginia 
Send us more information on Activisible Record Packs 


— 


We are interested in Acme Visible Equipment for 


i 


Ll B.1157 
xing r+ recora 

Company___-____EE—SOFsC Attention 
Address... 
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“ON TARGET’ --for business in a hurry 


In major cities of the U. S. and the world today, advance-design 
helicopters like the Sikorsky S-58 — powered by the Curtiss-Wright 
Cyclone 9 engine — run on regular schedules between airports 

and metropolitan areas. They by-pass tedious traffic, often 

shorien travel time by hours. 


And elsewhere, helicopters do heavy duty transporting men and 
materials. Last year, in the Gulf of Mexico alone, more 
than 85,000 flights were made carrying workers to off-shore 
oil rigs. In air travel, the military services, and industry — wherever 
business is in a hurry — the modern big helicopter has become 
an essential tool of transport, communication and supply thanks 
to its compact power package, the Cyclone 9. 
The Curtiss-Wright 1525-hp Cyclone 9 has 


increased the altitude performance, range 


and lift capacity of the helicopter, to 
make it a vital factor in air travel today. WRIGHT AERONAUTICAL DIVISION 


Cyclone 9 Power by Cu RY CC-WRIGHT®S 


CORPORATION + WOOD-RIDGE, N. J. 


Divisions and Wholly Owned Subsidiaries of Curtiss-Wright Corporation: 


Wraicut AeronautTicat Division, Wood-Ridge, 


INDUSTRIAL AND Screntiric Propucts Division, 
Marovuetre Metat Propucts Division, Cleveland, Ohio « Curtiss-Wricut or Canava Ltv., Montreal, 
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VN. J. © Propetter Division, Caldwell, N. J. ¢ Puastics Division, Quehanna, Pa. ¢ Exectronics Division, Carlstadt, N. J. 
Meracs Processinc Division, Buffalo, N. } e Speciatties Division, Wood-Ridge, N. J. © Utica-Benp Corporation, Utica, Mich. ¢ Export Division, New York, N. Y, 
Catpwet. Warcut Division, Caldwell, N. J. © Arropnysics Devetopment Corporation, Santa Barbara, Calif. ¢ Researca Division, Clifton, N. J. & Quehanna, Pa. 
Caldwell, N. J. © Curtiss-Wricut Eurerpa, N. V., Amsterdam, The Netherlands ¢ Twursomotor Division, Princeton, N. J. 
Canada « Proputsion Researca Corporation, Santa Monica, Calif. 
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INSIDE INDUSTRY 








New Methods, Materials, and Equipment 





Liquefied butadiene. 


this unusual insulated tank. Under construction 
La., the sphere is insulated with concave blocks of foam glass built up like an 
A refrigerator built into the top will hold the contents at 45° F, 
is also used for latex paint and in the manufacture of synthetic fibers. 


quality. Butadiene 





a major raw material in making synthetic rubber, will be stored in 


Baton Rouge, 


igloo. 


at Esso’s giant refinery at 


essential for maintaining 


© What the Satellite Means 


® Getting Out of Established Lines 
© What's New from NBS 


® Permanent Lubrication 


A lesson from Sputnik 

Russian success with the first earth 
satellite was. blow to 
our collective ego, and some people 
are trying to minimize the shock by 
concluding that the Russians beat us 
solely by massive expenditures or by 
picking captive German brains. But 
there is no evidence that the Com- 
munists were neglecting other tech- 
nical advances (they have had a jet 
passenger aidaes flying for a year ) 
to torce-feed their satellite progr am. 


of course. a 


r that captured Nazis had a major 
ve producing the new “moon.” 
Missile technology has advanced 


greatly since 1945—and we, too, took 
our share of German rocket e xperts. 
The meaning of the satellite seems 
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clear: We've got to start worrying 
about the qualitative shortage of 
scientists and engineers as well as 
about the quantitative shortage. 

An interesting sidelight on the 
Soviet satellite triumph is that back 
in the early 40's an American rocket 
enthusiast named Goddard. who had 
developed and successfully fired a 
prototype of what later became the 
German V-2, got a very cold shoul- 
der from the Army Air Force. 


Diminishing returns 


Looking for new products is a log- 


ical step where profits are being 
squeezed out of existence by strong 
competition. the implic: a- 


tions of this industrial proble m were 


Some ol 











TIMES AV ER 
SPEEDBELT 


ABRASIVE 
MACHINES 











MODEL TOP e wi 


for increased production 
and exceptional quality in 


sanding, polishing and finishing 
on all types of materials 





These amazing wide abrasive belt machines 
are chalking “up tremendous savings for 
manufacturers in the woodworking, 
ture, plywood, plastics, metalworking and 
leather industries. Hundreds of installations 
throughout the U.S. show production in- 
creases of 50%, 100% 
cutting work crews in half. 


furni- 


ond more while 


Let our engineers help you work out the 
solution production problems in 
volving finishing, polishing and sanding 
Write for descriptive literature today! 


TIMESAVER SANDERS 


P.O. Box 7446 ® Robbinsdale Station 
MINNEAPOLIS 22, MINNESOTA 


to your 














Multiplex 


Presentation Panels 
for * Sales meetings 

¢ Advertising presentations 

¢ Classrooms and libraries 

¢ Retail display of flat goods 





Multiplex steel-framed panels have th 
tack-board fillers: sizes from 18” 3 
18” x 96”: floor. wall. and table models: office 
furniture colors. Send tor complete intorn 
tion 
a SS a Sa = a ae eae eee 7 
| MULTIPLEX DISPLAY FIXTURE co. 
| 939-949 North 10th St.. St. Lovis , Missovur | 
| Please send literature on Presentation Panels | 
| 
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IDEAL 





Since 1948, Ideal’s 
sales have more than tripled, 


increasing from 
$24,970,000 to $77,690,000 
in the nine-year period. 


For more than 50 years, Ideal stock 

(and that of its predecessor companies) 
has been on the Over-the-Counter market. 
Listing has now been effected 

on the New York Stock Exchange and 

the Pacific Coast Stock Exchange. 


CEMENT COMPANY 


DENVER, COLORADO 


14 Plants and 3 Terminals Serving 
Some of the Most Rapidly 


Growing Areas of the Nation 








DUN 


illustrated just a few months ago at 
one of the nation’s leading independ- 
ent research laboratories. The lab’s 
director, in anticipation of a visit by 
the vice president for research of one 
of the fastest-growing corporations in 
America, had assembled all his spe- 
cialists in that corporation's main 
product line. Arriving on the scene, 
the vice president dismissed the spe- 
cialists. He was interested, it ap- 
peared, in every area of the lab but 
the one devoted to his company's 
main specialty. Mystified, the direc- 
tor finally asked for an explanation— 
and was told that the corporation's 
smaller competitors were catching 
up. They had started to cut prices to 
such an extent that all the profits 
would be wrung out of the 
companys main product line. So the 
V-P was after a new line of unusual 
products and hoped to grab a profit- 
able lead by pioneering. 


soon 


NBS contributes again 


An announcement that the Nation- 
al Bureau of Standards will discon- 
tinue calibration of re- 
minds us again how far this Govern- 


viscometers 


ment agency has progressed beyond 
its original job as keeper of the na- 
tions physical standards. New tech- 
nology is constantly generated at the 
NBS, which is probably the largest 
concentration of technical and _ sci- 
entific brains in the United States. Its 
latest developments are batteries 
with solid wax electrolytes and the 


These arent spokes for a_ giant 
wheel, but a 100-ton welding positioner. 
Turning at speeds of .005 to .05 rpm, it 
holds extremely large parts in place while 
they are automatically welded. The device 
was designed by Pandjiris Co., St. Louis, 
and built for the Mare Island Shipyard by 
Bethlehem Pacific's San Francisco shipyard. 


wagon 
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measurement of textural stresses in 
metals by x-rays. 

Although developed for the Army, 
the batteries could have many indus- 
trial applications. Compact and eas- 
ily constructed, they deliver a high 
voltage atter long storage. 

The NBS is discontinuing calibra- 
tion of viscometers, which are widely 
used in industry to study flow char- 
acteristics of non-rigid materials, m 
line with the Administration's policy 
of withdrawing from activities that 
can be carried on by private indus- 
try. More time can thus be devoted 
to developing the new standards re- 
quired by industry. 


Juicy plastic 


An extraordinary new plastic ma- 
terial that can exude an entrapped 
liquid very slowly has been invented 
—half by accident—by a man who 
was trying to perfect a lifelike skin 
for dolls. 

So far, the only product made with 
Porelon is a “rubber” stamp that is 
claimed to give 60,000 impressions 
without ever touching a stamp pad. 
Perma Los Angeles, of 
which inventor Harry Leeds is vice- 
president, has marketed the stamp 
to introduce the sintered resin ma- 
terial, but the R & D organization 
is mainly interested in licensing the 
process tor making Porelon. 

Other proposed applications are: 
@ permanent lubrication for bearings, 
by means of a piece of oil-impreg- 
nated Porelon set into the bearing. 
@ non-spilling storage batteries, with 
the electrolyte entrapped in Porelon. 
@ identification markers built into 
many fabrication processes to pre- 
vent mismatching of parts and sim- 
plity inventory and storage. 

@ bandages and surgical dressings 
that apply medicants continuously. 
@ sheeting impregnated with sili- 
cones, which could be used to pre- 
in industrial 


Industries. 


vent corrosion stored 
gear. 
@ raincoats and shoe tops that pass 
body heat in one direction but ex- 
clude moisture. 
@ lipsticks and other cosmetic appli- 
cators that never lose their shape. 
Porelon is made from a variety of 
sintered resin particles with liquid 
trapped in the spaces between the 
microscopic particles. The liquid 
emerges at a rate that can be con- 
trolled at the time of manufacture. 
—M.M. 
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How to get your 


shipments 





out faster, 


at less cost 


New 16-page booklet shows how easily 
it can be done through more systematic 
addressing of cartons, labels and tags 


| Siow, old-fashioned methods of 


stenciling and labeling can seri- 
ously delay your shipments. While 
a shipment sits on the dock ready 
to go, an office girl is writing out 
labels by hand. While a stack of 
cartons waits to be stenciled, a 
shipping clerk spends precious 
minutes looking through the files 
for the right stencilboard. And, 
because the pressure is on the 
shipping department to get orders 
out quickly, cartons are improper- 
ly marked and then lost enroute. 


A vital operation 

The stenciling and labeling of ship- 
ments is one of the most important 
operations in the plant because 
nothing gets shipped until it’s been 
addressed. You can have the most 
carefully laid plans for getting your 
product from the production line 
to your customer, but if it isn’t 
labeled, tagged or stenciled it never 
gets out of the plant. 


Efficiency-wise companies are rap- 
idly discovering that the key to 
a really efficient shipping operation 
is a system for addressing. This 
system should be fast, inexpensive, 
require a minimum of labor, and 
be. tailored to your particular 
order-processing and material han- 
dling procedure. 
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| twewuranin || Available 


fer speed and economy 


x /now... 

+ C OC C Send for 

_ om 3 your free 
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CONTAINS USEFUL INFORMATION 


How to determine the efficiency of your 
present shipment addressing operation 


The key to a modern, efficient shipping 


department 

The latest direct-to-carton stenciling sys- 
tems 

Printing and addressing your shipping 
labels in one operation 

How to prepare your shipping stencils 


with your order-invoice or bill-of-lading 
forms 











Comprehensive booklet 


In the 16-page booklet offered here 
you will find such a system. Thou- 
sands of companies who have al- 
ready adopted them have cut their 
shipment addressing time by as 
much as 50% to 70%. Send for 
your free booklet. There is no obli- 
gation. 
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| WEBER MARKING SYSTEMS 

| Dept. 3-K 
| Mount Prospect, Ill. 
Weber Marking Systems | | 

Div. of Weber 
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Co., ine.. | | 
Mount Prospect, Illinois | NDIVIDUAL } 
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O.. service is tailored to provide all the 
working capital any qualified client needs, 
without increased borrowing, diluting 
profits or interfering with management. 


Information available for any manufacturer or 
distributor with $500,000 or more annual sales. 


Textile Banking Company 
55 Madison Avenue, New York 10, N.Y. 
Providing operational financing for the 
apparel, electronics, furniture, leather, 
plastics and textile industries. 


Subsidiaries: _ 
ES Ee gy Ss Southwest Texbanc, Inc., St. Louis . 








For Your Favored Friends .. . 
Or A Feast For Your Family! 


g Business with: 

e BINDERS 

e FOLDERS 
PRESENTATIONS 


on PHEASANTS 


HED — 16 pose 

just PUBLIS .a...YOURS FREE Deliciously different gift idea! Two plump, succu- 
for every business m lent ringneck pheasants already pre-cooked 
Simply brown and serve. Fresh-Frozen delivery 
w rite todey guaranteed in U.S. Only $12.95 postpaid per 
CO.. INC. brace (2 birds). Beautifully gift- wrapped Recipe 

WC: FILE & BINDER folder and instructions sent with each order 
giver MASSACHUSETTS FREE ff Descriptive Wtersture, recipes and prices on oll ovr testy wild 
1H CTs E: game gifts, including qued, pertridge end mellerd duck. Write te: 
cca HAWTHORN HILLS fine yrs: 
Geme Parme 


CHARITON 1, IOWA 


FALL 


in N.Y.C. 
oucrs 
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“NOBODY TELLS ME!” 


continued from page 38 


is considered desirable. The person 
who initiates the communication may 
think that the other can himself 
bring about change or can make 
some indirect contribution to a de- 
sired change. In either case, extrinsic 
motivation operates only it the com- 
municator perceives the relevance of 
the interview to his own goals and 
interests, and the role of the inter- 
viewer in bringing about change. 

How do these general conditions 
for successful interviewing apply to 
the executive interview? In some re- 
spects the executive-interviewer is in 
a very good position indeed. His 
subordinate knows that he can take 
constructive action if he wishes. 
Moreover, the executives questions 
are likely to be most relevant to the 
subordinate’s interests. He and the 
executive are members of the same 
organization. They are both depend- 
ent on its success, and they share in 
some degree the specialized knowl- 
edge involved in the creation and 
marketing of the companys _ prod- 
ucts or services. The subordinate 
may have much to gain by giving the 
executive a better ‘nde rst anding of 
his situation. 

Sometimes, however, intrinsic mo- 
tivation is even more important to 
the subordinate. Intrinsic motivation 
arises from the fact that it is a psy- 
chologically rewarding experience to 
talk with a receptive, understanding 
person on a topic of mutual interest. 
In the executive interview, intrinsic 
motivation can operate only if the 
subordinate believes that the execu- 
tive-interviewer has a sympathetic 
understanding of him and what he 
has to say. He must see the executive 
as capable of understanding his 
point of view, without rejecting him 
during the interview or punishing 
him afterwards. 


Putting Motivation to Work 


How can the executive tap these 
sources of intrinsic and extrinsic mo- 
tivation? 

Unless a strong personal relation- 
ship already exists, he must depend 
at first on extrinsic motivation. This 
means that he must make sure the 
subordinate clearly understands the 
purposes of the interview and how 
they relate to his own goals and val- 
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ues, and how the desired intorma- 
tion will be used. 

Consider the interview situation 
with which we started: The vice 
president might have opened the in- 
terview as follows: “Come in, Bill, 
and sit down. I’ve just heard from 
Johnson & Company that they 
havent been getting deliveries on 
schedule. Now, as you know, they re 
among our best customers, and 
theres no use pretending we dont 
need their business. If Mr. Johnson 
placed his order elsewhere wed be 
in real trouble. So I'm trying to face 
the problem of what's to be done. 

“| know that were all working up 
to capacity, and Im not suggesting 
that these delays are anvbodv s fault. 
This whole situation is too serious 
to be worrving about whose fault it 
is. What we need is to move in and 
clear up the prob lem. So I thought 
Id talk to you and Joe and Harry, 
and see it among the tour of us we 
couldnt come up with an answer. 
\fter [ve had a chance to think over 
the facts you fellows can give me, 
the four of us ought to get together 
and work out a_ solution. Joe and 
Harry will be talking primarily from 
the point of view of engineering and 
sales, of course, but for the produc- 
tion picture I wanted to talk to vou. 

This introduction meets the re- 
quirements for achieving extrinsic 
motivation. It makes clear the pur- 
pose of the interview and relates it 
to the subordinates own goals. It 
tells how the information will be 
used. It also reassures the subordi- 
nate that he is not being threatened. 

How to develop intrinsic motiva- 
tion to communicate is a subtler mat- 
ter, and one less easily illustrated. It 
depends on the interviewers success 
in conveying his ability to under- 
stand and sympathize, his feelings 
of warmth and responsiveness. 

Suppose, after the introductory 
statement by the vice president. the 
production manager re plie s by say- 
ing: “Well, I think the main problem 
is that new die-casting procedure of 
ours hasnt really shaken down yet. 
You know conversion from. sand- 
molding to die-casting really calls 
for a lot of changes and adjustments 
all along the line.” What should the 
executive-interviewer do next in or- 
der to increase the respondent's in- 
trinsic motivation to communicate? 
Below are three possible rejoinders 
by the executive, along with the sub- 
ordinate’s probable reaction to each: 
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Rol-Doe announces 
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STANDARD mtn 
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or 
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Pot. & Pats. Pending 


The Model RC—new in the ROL-DEX family of cost-saving 
STANDARD active record handling units. 
By using two and one-half decks or levels of rolling card trays, 


additiénal filing space is obtained without adding to 
the floor space used: 


RECORDS ROLL TO THE SEATED CLERK! 


NOW you can use Rol-Dy stanoarn for: 


tab on end (3%” x 7%”) — 424 filing inches 
8” x 5” records — 196 filing inches 

MIB cards (2%” x 3%”) — 953 filing inches 
tab horizontal (7%” x 344”) — 296 filing inches 
6” x 4” records — 378 filing inches 


5” x 3” records — 444 filing inches 


and the new RC-94 especially designed for rapid commercial 
check (9” x 4”) filing. 

—all units also available in STAND-UP or MOBILE styles. 
Send for more information about these versatile, cost-saving 


STANDARD Rol-Dex units. 


a ewe we ee ee 


I 
WATSON MANUFACTURING COMPANY, Inc. 
Rol-Dex Division, Dept. D-2 
| 
| 








Jamestown, New York 


Please send information about ROL-DEX standard units to: 








two superior open steel 


FLOOR GRATINGS 


BY GLOBE 


)* GRIP-STRUT <> 
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FOR MAXimuM 44, 
SAFETY ALL OVER | aAKK KKAKKKAY 


YOUR PLANT 


Important Safety Features 


* FIRE PROOF * SLIP PROOF Vy IVY 
* MAXIMUM STRENGTH " KD 
x MINIMUM WEIGHT gah oe ee/ 


te 
Important Economy Features — . 


* All one piece, not welded, riveted or expanded 

*% Open space in excess of 55% of area for easy 
access of light and air 

*% No extra supports necessary—channels are integral 
part of the material. * Self cleaning 


* Cut and installed like lumber by your own maintenance force. * Low in 
original cost. *® For balconies, no secondary sprinkler heads needed 


PENDING 


Ideal for work platforms, stair and ladder steps, flooring, bal- 
conies, catwalks, machinery guards, fire escapes and for original 
equipment safety treads. 


GOLD NUGGET 0222, 


PAT. 
PENDING 


The QUALITY GRATING for 
Heavy Duty Applications 
|< 


* 3%” projection weld nugget for 
greater rigidity and strength 


* Vertical alignment of the main 
load bar assured 


* All bars are load carrying bars 
including secondary bars 


* Anti-skid pattern 





PROJECTION WELD 3 y 

Each secondary load bar 

(A), as projected welded 

to the primary load bar 

(B) has a shear strength of 5,000 pounds per 
weld. There are 28 such projection welds to a 
square foot of grating. This means that GOLD 
NUGGET Welded Grating can sustain greater 
shock loads than other gratings. 








10,000 


POUNDS 


. 





For the complete details of these revolutionary new gratings, 
write for new catalogs today. Distributors in all principal cities. 
Consult the yellow pages in your phone book under “GRATING”. 


PRODUCTS DIVISION 
Ghe GLOBE bompany eyo 


SINCE 1914 
4046 SOUTH PRINCETON AVENUE + CHICAGO 9, ILLINOIS 
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Interviewer: Well, let’s not blame all our 


problems on a_ technical change, Bill. 
Changes like that one have been made 
successfully in thousands of plants. 
Subordinate: [to himself] The boss won’t 
believe the truth when he hears it. O.K.. 
Ul! give him the kind of a story he’s look- 
ing tor. Better watch out, though. Sounds 
as if he's trving’ to pin this one on me. 


Another possible rejoinder by the 
executive is less threatening, but has 
its own problems: 


Interviewer: Bill. Im only surprised that 
vou re not in more trouble in the manufac 


turing department. Youve been doing a 


marvelous job down there. I think your ap- 
proach to this conversion is just terrific, and 
[ want vou to know | appreciate it. 
Subordinate: [to himself] Gosh. if everv- 
thing's going so doggone great, what am I 
doing here? Things aren't as good as the 
boss seems to think. Does he reallv believe 
what he’s saying, or is he stringing me 
along? Either way, he’s making it awfully 
tough for me to tell him what some of the 
real problems are. 


For a more constructive alterna- 


tive, consider the following: 


Interviewer: Well, I can understand those 
die-casting problems. Changing manutfac- 
turing procedures always causes some dit- 
ficulties. Can vou fill me in a little more on 
the kind of troubles vou’re having? 

Subordinate: {to himself] I Tuess he’s not 


going to put me on the spot, anyway. He 


seems to have some idea how tough these 


COnNVeETSIONS Cal be, Mavhe I Cahn even get 


some help. 


How do these three alternative ap- 
proaches by the executive-interview- 
er measure up in the light of our 
criteria for developing intrinsic mo- 
tivation? The first approach is openly 
threatening. It subjects the subordi- 
nate to immediate pressure, strongly 
implying inadequate performance on 
his part. The second approach ap- 
pears to be more satisfactory: It 
meets the superficial “human rela- 
tions requirements. But as a method 
of getting information it isnt likely 
to work. The subordinate will evalu- 
ate this burst of praise in one of two 
ways. If it is insincere, the boss is 
merely trying to make him feel good. 
If it is sincere, he must live up to the 
image of impossible perfection the 
boss has painted. Far from stimulat- 
ing frank communication, the boss 
has only made it more difficult for 
the subordinate to confess to prob- 
lems or inadequacies. 

Contrast these two approaches 
with the last alternative. Here the 
executive makes no evaluative judg- 
ment, either good or bad. Instead, 
his statement implies that he can 
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understand the subordinate’s difh- 
culties and that he is interested in 
learning more about the nature of 
the problem. His subordinate con- 
cludes that the boss is genuinely 
interested and can accept the exist- 
ence of problems without looking 
for a scapegoat. Because the subor- 
dinate does not need to be defensive 
or prove himself, he can communi- 
cate more freely and accurately. As 
the vice president continues to de- 
velop this tvpe of relationship, barri- 
ers are removed and positive motiva- 
tion to communicate is increased. 


Focusing on Objectives 


But free and unguided communi- 
cation, regardless of its volume, will 
not meet the needs of the executive. 
Each interview must have a purpose, 
and it is the interviewer's respon- 
sibility to control the content of the 
interview accordingly. To do this, he 
must know in advance what it is that 
he wants to achieve. He will also 
need to have well in mind the key 
questions he wants to ask. This prep- 
aration serves the interviewer much 
as a topical outline or a set of notes 
serves a man about to make a 
speech. 

But how much preparation is feasi- 
ble for a busy executive, and what 
form should his preparation take? 
In most cases, all he must do is to 
spend a few thoughtful moments jot- 
ting down major objectives and not- 
ing a few key questions with which 
to introduce these objectives into the 
conversation. The executives notes 
might read: 

“Ask Joe how present amount of 
overtime in his department compares 
to last year.” “Find out about down- 
time on the die-casting machine.” 
“Check Joes attitude toward basic 
workability of the 1ew process.” To 
meet this last objective, which 
touches on a sensitive area, the exec- 
utive might write out a key question, 
perhaps along the following lines: 

“Joe, youve had a good deal of ex- 
perience now on this new equipment. 
Would you say that on the whole it’s 
going to’ work out well in the long 
run, or do you think were going to 
continue to have problems with it? 
(What problems does he foresee? )” 

Such an outline will help the in- 
terviewer get what he wants from 
the interview as efficiently as possi- 
ble. 

Our executive-interviewer is now 
equipped with the interview objec- 
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tives and has written out in advance 
at least some of the kev interview 
questions. If he does a reasonably 
good job of relating the interview 
process to the subordinates goals 
and establishing a rewarding psy- 
chological atmosphere, can he be 
confident that the information he 
gets will be complete and accurate? 
Unfortunately, not quite. His chances 
of getting adequate information are 
vastly improved, but there is still the 
problem of bias in the interview. 


How Bias Slips In 


“Bias” means anything the inter- 
viewer does (or fails to do) that re- 
sults in inaccurate information. It 
may enter the interview in a variety 
ot wa s. One of the most common 
is in the way questions are worded. 

Suppose, in the discussion of the 
die-casting process, the executive 
says: “You arent suggesting that we 
never should have put in that new 
equipment, are you? 

This question presents, in a ridic- 
ulously extreme form, an example 
of biased wording. The language, re- 
Hecting the executive’s own fears 
and emotions about production dif- 
ficulty, clearly indicates the answer 
the prudent subordinate had better 
give. The chances of obtaining the 
reassuring response, “Oh no, boss, 
Im not suggesting that at all,” have 
been artificially increased. 

With appropriate advance plan- 
ning, the executive will probably 
have tewer difficulties from biased 
questions than he will from handling 
the interaction with the subordinate 
after a key question has been asked. 
Few subordinates — spontaneously 
give answers that are complete and 
on target. They are much more like- 
ly to wander from the objectives or 
give only a partial answer. When 
the interviewer tries to redirect the 
interview to the objective or to en- 
courage further response, the dan- 
gers of bias become particularly 
acute. The interviewer, therefore. 
needs skills and insights enabling 
him to use an informal kind of prob- 
ing that maintains the motivation to 
communicate and tocuses the re- 
spondent’s conversation on the ob- 
jectives of the interview—without 
biasing the responses. 

Let us look into the office of the 
executive vice president of a com- 
pany about to open a new plant. A 
conversation is in progress between 
the vice president and one of his 
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assistants, Bill Cranston. Bill says: 

“Mr. Todd, I really came in to 
talk to vou about something that’s 
pretty important to me. Ive been 
here now for over ten years, as you 
know, and I want to talk to you 
about the job of managing that new 
plant in Southfield. I want a job 
with more responsibility, and | feel 
that that’s a job I can really handle. 

The vice president has not vet 
made a decision about the new man- 
ger for the plant in Southfield, and 
is considering Bill along with other 
eligible candidates. What the vice 
president wants to know is how well 
motivated Bill is to make a go of 
this job, how well he would work 
out in the position, and why he 
wants it. 


Alternative Tactics 


It these are his objectives, how 
should the vice president respond 
to Bill's statement? Consider several 
ore responses 

. “Bill, that job at the new plant 
is going to take a man who is espe- 
Ci lly good at working with people, 
organizing them into a team. I'm 
convinced that that part of the man- 
agerial job is going to be more im- 
portant than the technical side of 
the work. How do vou feel you sti ick 
A on the human relations side? 

“Bill, Im beginning to think 
that every man on my staff is after 
that job. Ot course, it s going to pay 
an excellent salary and that alone 
makes it a real plum, but five men 
have been in here in the last two 
days telling me how well they could 
do that job. What makes vou think 
that you can handle it, and why do 
you want it? 

“Bill, I'm glad you came in to 
talk with me about that Southfield 
job. Tell me, what are some of the 
things that have led you to become 
interested in it? 

“Well. Bill. youre one of the 
men who might be in line for that 
job. As a matter of fact, youve done 
very well in your present assign- 
ment, particularly in handling the 
men under you. And the new job is 
really going to take a great deal of 
that kind of human relations. skill. 
Tell me, what is it about that situa- 
tion that makes it look attractive to 
you? 

. Any one of these four responses 
by the executive sounds reasonable. 
but only the third does an accept- 
able job. Response No. 1 is inade- 
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quate because it tells Cranston that 
Mr. Todd considers human relations 
skills the key qualification for the 
job. Cranston has. in effect, been in- 
structed to emphasize his strengths 
and aptitudes for this aspect of the 
work, whether or not he actually 
possesses them. 


A Wrong Note 

No. 2 is more balanced. The ques- 
tion with which the response con- 
cludes is not in itself biased, al- 
though the fact that it consists of 
two parts may make it difficult to 
answer. The real problem with No. 
2 is the unfortunate psychological 
climate it establishes. The manner 
and language is unencouraging, al- 
most aggressive. The vice president 
comes close to impugning the mo- 
tives of all those interested in the 
job. This puts the subordinate in a 
defensive frame of mind, and he is 
unlikely to speak freely or frankly. 

No. 3 is a satisfactory re sponse. It 
is a low-pressure bid for information 
and offers no clues to the aspects of 
the work or the candidate aptitudes 
that are of special interest to the ex- 
ecutive. It is also encouraging. The 
brief expression of pleasure at the 
conversation contributes to the 
friendly climate necessary to obtain 
accurate information. It seems likely 
that if Mr. Todd continues and 
builds on this beginning, he will get 
the information he ne vadla to evaluate 
his subordinate for the new job. 

No. 4 looks good superficially, but 
it overdoes the job. In an attempt to 
build up a friendly atmosphere, the 
vice president appears to commit 
himself in an inappropriate way. The 
subordinate might well conclude 
that he is the preferred candidate 
for the position. His subsequent re- 
actions if he fails to get it are easy 
to predict. Another serious fault in 
this probe is that it tells the re- 
spondent what the appropriate an- 
swer should be. While Responses | 
and 4 are very different in the kind 
of emotional climate which they 
create, they are almost equally likely 
to develop biased information be- 
cause of the cues they provide. 

The technique of developing ade- 
quate and unbiased information is 
called “controlled nondirective prob- 
ing. This technique is “supportive,” 
and so motivates the respondent to 
report fully and freely. It controls 
the interaction by focusing it on the 
objectives, eliminating irrelevant ma- 
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terial. Instead of suggesting  re- 
sponses, it leaves the development 
of the topic to the respondent. 


Probing for Information 

Controlled nondirective probing 
is a general approach that cannot be 
reduced to a number of stock 
phrases. But it lies at the heart of 
successful executive interviewing, as 
the following example will show. 


Fred Patterson, a supervisor in the ac- 
counting department, has just entered the 
office of the president of the Blackstone 
Manufacturing Company, Ordinarily, Pat- 
terson does not report directly to the presi- 
dent but to the company controller. Pat- 
terson begins the conversation: 

Patterson: Mr. Smith, I wanted to talk 
with you about my job. . . 

Smith: Fine, Fred, I'll be glad to talk 
with you. What did you have in mind? 

Patterson: Well, what I really wanted to 
talk about was the possibilities of promo- 
tion. I've been with the company a long 
while, you know, and on my present job 
for some time. 

Smith: Um-hum. 

Patterson: As a matter of fact, I figured 
that I was due tor a promotion before 
well . . . before now. [Pause] 

Smith: I see. Fred, can you tell me a 
little more about that? 

Patterson: Well, a couple years ago when 
John Green left I thought I was going to 
get his job. 

Smith: I see. 

Patterson: But I didn’t. . . 

Smith: [Waits attentis ely] 

Patterson: [continuing] and then 
when this new accounting opening came 
up, I thought for sure I'd get it. 

Smith: Um-hum. 

Patterson: And the first thing I know, 
Bill Johnston got the job instead. 

Smith: Well, I can see how this would 
bother you, Fred. 

Patterson: Yeah, it sure did. When Bill's 
appointment was announced, I really got 
mad! 

Smith: I can understand that, Fred. 

Patterson: I'm beginning to think I don't 
understand what’s going on around here. 

Smith: And how do you see it, Fred? 

Patterson: Well, frankly, it looks to me 
as if someone has it in tor me. 

Smith: How do you mean? 

Patterson: Well, two jobs that I was in 
line for went to someone else, and I know 
I could have handled either of them. 


Up to this point the interview has 
proceeded quite satisfactorily. From 
a noncommittal beginning the presi- 
dent has been able to develop an 
impression of some of the things 
that are bothering Patterson. This 
has been done primarily by reliance 
on three unbiased probing devices— 
the skilful use of pauses, the use of 
short phrases of assent or under- 
standing, and, where necessary, sim- 
ple requests for additional informa- 
tion. Toward the end of the inter- 
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change. however, the subordinate 
has hinted at material that appears 
to be too sensitive for him to talk 
about it freely. He has said that 
“someone has it in’ for him. but he 
has not followed up this lead. Mr. 





Smith now taces the problem ot get- 
ing Patterson to speak more frankly 
about who or what he believes is 


4 
7 
4 | 


blocking his advancement in the 
company. This will require a more 
potent probing device. The presi- 
dents behavior so far has been so 
supportive and non-threatening that 
he now feels he can afford the risk 
of going rather directly for the in- 
tormation required. | 
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Smith: I can see that this would really 
bother vou. 











Patterson: It does, and Im wondering 
whether I ought to look for another tob if 


I'm not going to get anywhere around het 
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no use just doing the same job if I'm not 


going to get anvwhere. 





In this part of the interview the | 
president's probes consist mainly of | 
summarizing or reflecting the feeling | 
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ther communication. Finally, it ful- 
fils the requirement of objectivity, or 
lack of bias. Since it merely reflects 
what the subordinate has said, it 
doesn't suggest responses or lead him 
to talk about particular topics. 

In all this, two prime requirements 
for successful interviewing have 
emerged. First, the subordinate must 
be motivated to communicate to his 
superior. Second, the superior must 
focus the content of the communica- 
tion on the specific objectives of the 
interview. Each of his questions or 
probe should contribute to meeting 
both these requirements. 

Unfortunately, nobody acquires in- 
terviewing skills from reading an 
article. Like the neophyte golfer who 
has faithfully memorized Ben Ho- 
gan’s instructions and diagrams, the 
executive-interviewer will find that 
playing the interviewing game is 
both more difficult and more satisty- 
ing than reading about it. Like the 
golfer, also, he will have a need for 
trial-and-error learning to supple- 
ment his reading, for coaching and 
observation by more experienced 
players, and for the opportunity to 
observe and criticize his own tech- 
niques. It is particularly useful for 
any executive to reconstruct after 
each interview the moments that 
went well, to note mentally the 
places at which he was unsuccessful, 
and to reconsider the questions or 
probes that were responsible for his 
failures and successes. 


A Matter of “Style” 

Although interviewing skill can 
make a substantial contribution to 
successful management, there is an 
important limitation to be consid- 
ered. Earlier this article noted the 
difficulties of the executives posi- 
tion. in which he must be both in- 
formation-getter and decision-miker. 
This dual objective, which is difficult 
to handle under the best of circum- 
stances. becomes almost unnttain- 
able for the executive whose charac- 
teristic leadership “stvle” is comnlete- 
ly directive and autocratic. If such 
an executive tries to communicate 
permissiveness and  supportiveness 
during an interview, he will appear 
inconsistent and insincere to his sub- 
ordinates. On the other hand. the 
executive whose approach to his 
leadership role is compatible with 
the techniques of interviewing will 
discover that he has a management 
tool of the utmost value. END 
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OPERATE 
~ ft. AISLES 


Raymond Electric Tiering Trucks operate in aisles 4 to 6 ft. 
narrower than required of conventional counterweighted tiering 
trucks .. . provide up to 50% more storage capacity right in 
your present warehouse! No need to build additional warehouse 
space! Send for free bulletins. 





RUGGED CONSTRUCTION 
Heavy-duty steel uprights, rams, 
forks and base legs 


LIGHTER WEIGHT 
Needs no counterweight; safe on 
low capacity elevators and floors 


HIGH FREE LIFT 
Elevate loads in low ceiling areas 
without increasing truck height 


MANEUVER IN TIGHT PLACES 
Due to short length and patented 
off-set drive wheel* 








*Patent No. 2,564,002 
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Which came first: 
Western Electric or 
the Bell telephone 
it makes ? 


Western Electric. We started in 
1869 as a manufacturer of 
telegraph equipment, seven years 
before the telephone was invented. 
We joined the Bell System in 

1882 to meet its need for 

reliable telephone equipment. 
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Short-term financing: 


HAVE YOU THOUGHT OF COMMERCIAL PAPER? 


ALLEN ROGERS 


Because of today’s tight money situation, many companies are 


seeking new sources of funds. Here’s one that most concerns have never 


thought of. And in certain cases it may be the most economical. 


“Ir YOU DONT LIKE IT, dont 
worry about it. It's going to change.” 
The wit who made this observation 
was referring to the New England 
weather, but he might as well have 
been talking about the money 
ket. Changes in interest rates, 
term vs. long-term borrowing, sources 
of funds are daily problems tor the 
hnancial officer, and today they are 
likely to seem especially acute. 

As financial man: iger of your com- 
pany vou may be ove looking an ex- 
cellent supplementary 
short-term funds: commercial paper. 

“Commercial paper generally re- 
fers to commercial credit instruments 
—such as promissory notes, drafts, 
bills of exchange, bank acceptances, 
and trade acce ptances—which are is- 
sued or drawn by individuals or busi- 
ness concerns to obtain funds to f- 
nance some phase of the production 


mar- 
short- 


source ot 


or distribution of goods. 

That is the broad meaning. What 
we are talking about here, however, 
is more specific: 
in the sense of short-term, self-liqui- 
dating notes in a wide variety of 
fields. Such notes are also referred to 
as “open market paper.” 


Market Practice 

Commercial paper is sold with ma- 
turities from 30 to 270 days. ( The lat- 
ter limitation is to enable the bor- 
rower to remain free from registra- 
tion.) The phrase “self-liquidating” 
simply means that the open market is 
a source of temporary funds to fi- 
nance seasonal peaks and other work- 
ing capital requirements. (Finance 
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“commercial paper 


companies, of course, are 
tion to this rule, since they 
teristically have short-term notes out- 
standing at all times.) For example, 
many of the large food processors— 
such as ( rampbell Soup Company, 
Stokely-Van Camp, and H. J. Heinz 
Company—borrow substanti: illv to fi- 
their fruit and vegetable pur- 


an excep- 
charac- 


nance 





THE AUTHOR e- Allen Rogers has been 
employed by National Credit Office since 
graduating from Bowdoin in 1931 ex« ept for 
a period of three and one-half vears in the 
Arm\ IT} World War IL. He served the last 
two of those years as financial reviewer for 
the Price Adjustment Board of the Corps of 
Engineers. Since 1946 he has headed Na- 
tional Credit’s bank service division, which 
prepares reports and assigns classifications 
on all commercial paper borrowers. 





chases during the late Summer and 
early Autumn months. 

Does commercial paper borrowing 
re place bank loans? Definite ly not. Lt 
for any reason vou couldnt get ade- 
quate bank lines of credit. vou would 
not be eligible for open market bor- 
rowing. In fact, 
accepted rules of thumb is that bank 
lines should be available to cover the 
commercial paper. It is advisable to 
consult your banks when contem- 
plating open market borrowings if 
you are using bank loans in a sub- 
stantial amount. You can then get in 
touch with the dealers. (These in- 
clude Goldman, Sachs & Co., Weil, 
Pearson & Co., Lahey Fargo & Co.. 

Becker & Co., Inc., and F. 
Mosely & Co., all in New York City: 


one of the generally 


Ashwell & Co., Chicago; and Piper, 


Jaffray & Hopwood, Minneapolis. 


Will your company qualify as a 
borrower? The commercial paper 
market is highly selective. Not a 
nickel has been lost to commercial 
paper buyers since 1935. Along with 
money mal 
market 


and more selective 


ste “ady tighte ning of the 
ket. the paper 
has become more 
In 1956 a classification ot borrowers 


commercial 


according to net worth showed the 








following: 

NI I _WORTH Nil MBER PERCENTAGE 
$250.000 to $1L.000.000 lO 98 
$1.000.001 to $2.500.000.. 64 17.7 
$2.500.001 to $5,000,000... 62 17] 
$5.000.001 to $25.000.000. . 15] 41.7 
Over $25.000.000. .. .. 75 90.7 

The dealers are careful an: ly sts 


and will give you an honest apprais- 
al, and the sti anding of your 
analvzed by re porting agenc ies. Your 
dealer m: iy tell you that he would be 
confident he vour notes 
under different money market condi- 


note 1s 


could sell 
tions. oO r possibly after some further 
srowth h is taken place. 

The net worth figures 


above indi- 


cate quite a number of concerns in 


the $2.5 million and under group. 
But it must be remembered that 
these. tor the most part. have been 


market tor 
estab- 


is bv no means 


borrowing on the 
their 

ot course, 
Other factors con- 
record. 


open 
years, and names are 
lished. Size. 
the sole criterion. 
sidered include 
dividend _ policies 
tions in the field, relative st: anding in 
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kid Glove Test 
proves it / 


No More Stain or Smudge 
in Spirit Duplicating 


It’s true! 

TRANSOGRAPH is a completely new duplicating process devel. 
oped by Columbia for use on all existing liquid-type duplicating 
machines. It’s not just cleaner—it’s clean! 


TRANSOGRAPH PROCESS can readily be integrated with pres- 


ent liquid processes—no special machines or adjustments—no 
extra machine parts—no special operating technique. 


TRANSOGRAPH TRANSFER SETS are clean—non-sensitive to 
light. There are no printing restrictions—Kissprint—Impress 
print—Type— Write— Draw—Rule—Tabulate . . . file—rerun. 


TRANSOGRAPH FLUID is non-corrosive—contains no oil to 


coat cylinder—produces brilliant copy. 


TRANSOGRAPH COPY PAPER may be used on both sides— 


light-fast—water-fast—clean. 





TRANSOGRAPH (ene: 


. For date of local ei 
F © hD , 
ALL NEW SPIRIT eniens talento. 
DUPLICATING PROCESS sep the 9p Negev 
Herb Hill Road, Glen 
Cove, N. Y. 

















the industry, and general reputation. 
The open market is not a substi- 
tute for bank loans, but merely sup- 
plements short-term borrowings. In 
the finance field, commercial paper 
generally ranges between 15 and 25 
per cent of total short-term notes 
pavable. In non-finance fields, up to 
50 per cent or more of short-term 
needs are met by commercial paper. 
An even higher percentage is fre- 
quently borrowed by the direct 
placement finance companies. 


Making the Arrangements 

What are the mechanics involved? 
The torm of the note, arrangements 
for payments, and so on, are nearly 
identical to the system you use in 
borrowing from a bank. The dealer 
may ask for several notes of varying 
sizes. For example, on a $2 million 
loan, you will probably be asked to 
prepare notes ranging from $5,000 
to $100,000. Incidentally, note that 
the word “dealer” is used. The deal- 
ers make an outright purchase and 
give you your money immediately, 
though they are often mistakenly 
referred to as “brokers.” 

Holders of open-market notes are 
under’ no obligation to renew the 
note at maturity. Ordinarily, how- 
ever, the broker can arrange the 
placement of new notes to other buy- 
ers if the old holders do not wish to 
renew. 

Who buys commercial paper? 
Historically, small city and country 
banks have been the principal pur- 
chasers. This has enabled them to 
lend money to large, well-established 
organizations and given them an ex- 
cellent liquid asset. 


Other Customers 

In recent years the paper of the 
large finance companies, in particu- 
lar, has found its way into non-bank 
hands. A number of large industrial 
and utility companies with surplus 
cash are buying it in substantial 
amounts. Other outlets are pension 
funds, college funds, insurance com- 
panies, charitable institutions, state 
governments, and individual pur- 
chasers. 

Fight of the largest finance com- 
panies—General Motors Acceptance 
Corporation, Commercial Credit 
Company, Commercial Investment 
Trust, General Electric Credit, As- 
sociates Investment Company, Sears, 
Roebuck Acceptance Company, Gen- 
eral Finance Company, and _ Inter- 
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THE TRUCK THAT HAS EVERYTHING 
. (Except Dead Weight) 
It’s the load that pays the freight... nothing 
else! Don't penalize your floor truck opera- 
tions with the burden of excess 
weight. Now, in answer to popular demand, 


needless 


Magline {mericas oldest and lareest ex- 
CLUSIVE Pidaghhhiiactiurel of MALICE LO?t k 
boards, hand [rid I, §, Ghd Mate rials handline 
equipment—introduces this new. magne- 


sium-light, magnesium-strong, 4-wheel plat- 
form truck. ¢ apacily rated to handle loads 
up to '2 ton, it weighs in at a mere 49 
pounds ... lighter than similar equipment 
by as much as 75°! Thirty standard models 
from masons you buy platform 
trucks for any purpose—write for Informa- 
tion Bulletin No. 1S]. 


Magline Inc. P.O. Box 187 Pinconning, Mich. 


SUPER QUALITY 


Shelled PECANS 


GIFT PROBLEM SOLVED AT LOW COST 


to choose 











Each pound wrapped 
in double film and 
bedded in shredded 
ee Cellophane in mailer. 


Packaged for con- 
venience to recipient 


Value is in the gift; 
not the container. 







1—2—and 3 POUND MAILERS 
Satisfaction Guaranteed 


WRITE FOR 
BROCHURE AND PRICES 
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national Harvester Credit Corpora- 
tion—place their notes directly. 
Approximately 340 companies were 
currently using the open market in 
Septe mber of this vear. These includ- 
ed department stores, textile mills. 
food processors, flour mills, and cot- 
ton oil companies, to name a few. 
What are the rates? Commercial 
paper rates have 
with those of other borrowing instru- 
ments. The selling rate generally 
runs about one-half to three-quarters 
point above the 
Treasurv bills. which are 


increased along 


of a 
short-term 
currently vielding about 3.5 per cent. 
Historically, commercial paper rates 
run somewhat below the bank prime 
rate, which at the present time is 4.5 
per cent. Incidentally, in talking of 
bank interest rates, it must be borne 
in mind that compensating balances 
of approximately 20 per cent are gen- 
erally required, which naturally in- 
In ad- 


percentage 


creases the actual money cost. 
dition to providing some _ interest 
cost saving, the use of the open mar- 
ket constitutes excellent financial ad- 
vertising. If at some future date pub- 
lic issuance of some torm of securi- 
ties 1S contemplated. the standing oft 
the commercial paper borrower has 
already been quite well established 


in the financial community. 


How It Began 

Commercial paper dates back to 
the early of this country. In 
1837. rates paper 
were being quoted in the Financial 
Register of the United States, 
the expression paper 
used in connection with quotations 
in 1546. 
“Street- 
of paper in relation to these regular 


history 

on commercial 
and 
prime was 
In 1850 a regular svstem of 
discounts and a classification 


rates was introduced. 

The dollar amount of outstanding 
open market paper last July was at 
a new high of $2.78] billion. Exclud- 


ing the eight large direct sellers, the 
average borrowing ranged from $] 
million to $5 million. And the aver- 


age borrowing has increased quite 
In 1920 around 4,000 com- 
panies were borrowing on the open 
market for a total of $1.296 billion. 

Becoming a commercial paper bor- 


steadily. 


rower does not mean that vou will be 
swamped with requests for informa- 
tion. The dealer provides ample data 
tor the purchaser, and credit report- 
ing agencies prepare special reports 
as an independent source of analysis 
and classification. END 
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from— fully guaranteed. Write today. 
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carries 1.D.P. Tape 
as part of your 


LITHOSTRIP 
“LITHOSET 


POCKET FORM 


Smart? You bet! Simple? Take a look! Per- 
fect transportation keeps your important 
1.D.P. tape safe and permanently identi- 
fied in the “mother form” 
PREVENT lost, mis-filed or damaged tapes. 
SAVE costly filing and finding time. 

We'll make the pocket fit 1.D.P. TAPE or 
PUNCHED CARDS .. . on the back of any 
copy in your Continuous or Unit Form sets. 


FREE POCKET FORM SAMPLES ON REQUEST. 
We 


unit. 


engineer many types of office 
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forms 
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Yer TA tree 


LOCATION 
FACTS 


Financial 
assistance 

in New York State 
means: 


Availability of the world’s greatest 
investment firms with a continu- 
ing interest in the State’s indus- 
trial progress. 


Accessibility of financing throughout 
the State by local institutions. 


Co-operation in obtaining suitable 
funds through the New York 
Business Development Corpora- 
tion—a privately financed and 
managed organization chartered 
by the State Legislature to assist 
qualified new or expanding enter- 
prises within or coming into the 
State. 

* 


Before you decide on a new plant, 
what specific financing data do you 
need? 


Our job is to know where capital is 
available, and to put you in touch 
with proper sources of mortgage money 
or working capital for your operations 
in New York State. 


* 


Financing is only one of your factors. 
What about 


markets... transportation 
. components and raw materials 
. sites and buildings... power 
. water... fuel... labor? 


The New York State Department of 
Commerce stands ready with a pro- 
fessional, long-experienced staff to 
give you a tailor-made plant location 
survey covering any New York State 
community. 


Let us answer your questions. Write 
for ‘“‘Industrial Location Services,”’ a 
free booklet that tells what we can do 
for you. Send your request to me at 
Room 571,112 State Street, Albany 7. 


EDWARD T. DICKINSON 


Commissioner of Commerce 














ARE YOU OVER-ORGANIZED? 
continued from page 40 


( Assistants who aid in co- 
not included in the 


terlock. 
ordinating 
span. ) 

However, the writer has seen a 
span of eight work without difh- 
culty. An outstanding example was 

huge manufacturing subsidiary of 
a world-wide communications em- 
pire. This concern’s output of elec- 
trical and electronic equipment was 
on the order of $150 million annual- 
ly. Yet the president of this company 
rigidly limited to eight the number 
of key executives reporting to him. 
As changing circumstances demand- 
ed additions and changes in organi- 
zation units, he saw to it that proper 
groupings always kept his own span 
of control to eight, even if new tiers 
of authority had to be created. 

Note, however, the key 
often slighted in discussions of span: 
interlocking. Where functions are 
not interdependent, the span Can in- 
crease greatly. In the manufacturing 
company cited, basic corporate plan- 
ning, economic decisions, and world- 
wide allocation of activities were 
largely made at the parent corporate 
level. Had this not been the case, 
the span of eight could safely have 
been broadened by the addition of 
one or more special corporate plan- 
ning units, whose activities would 
not have interlocked with daily 
operating problems. 


aFfe 


word 


Combining Departments for Control 


The troubles that stem from lack 
of control when the span is un- 
wieldy need hardly be dwelt upon. 
Wasteful duplication, interference, 
work at cross purposes, buck-pass- 
empire-building, and sheer 
can proliferate amaz- 


Ing, 
boondoggling 
ingly. 

The answer is to apply a_ basic 
concept in organization § structure: 
combining subdivisions for most efh- 
cient direction and control. Thus, 
separate units for new-company ac- 
quisition and new-product search 
could conceivably be brought under 
a single executive in charge of cor- 
porate planning. In many companies 
a vice president for marketing has 
been placed in charge of market re- 
search and sales. A company econo- 
mist need not necessarily report to 
the top; this function, together with 
management research (keeping up 
with advanced thinking: linear pro- 


= The Riddle of 
15% 


Riddled Surfaces 


When does 15% 
(), “equal” 100%? 
A In acoustical walls: Ama- 
e zing fact! Walls with 15% 
exposed acoustical surface 
absorb sound equally as well 
as if with 100% exposed 
acoustical surface. That’s why 
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soak up office noise like 
blotters soak wp ink. 
*(surface orea, 15% 


tions exposing acoustical 
glass core.) 


perfora- 
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free catalog or 2% 
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for 
business and industry 


Reznor direct-fired 
unit heaters offer the 
modern solution to the 
problems of heating 
commercial and indus- 
trial buildings. They 
cost less to install, less 
to operate and require 
practically no main- 
tenance. With sus- 
pended, duct and 
free-standing types in 
all appropriate sizes 
from 25,000 to 2,000,- 
000 BTU, the Reznor 
line includes equip- 
ment which is exactly 
right for your heating 
job. 


Leok for 
Reznor a, 
“Heaters-Unit” 
y Yellow eles 
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Reznor Mfg. Co., 80 Union St., Mercer, Pa. 
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gramming, Operations research, and 
so on) can also be grouped unde 
the head of corporate planning. Or 
the economist could report to the 
chief financial officer. management 
research to the executive for opera- 


tions. 
3. Are we over-functionalized? 
The larger the company, the more 


attord 


functionalize. It 


it’ can (and indeed is re- 


quired ) to must 
have specialists heading up a wide 
variety of line. staft-service. and 
staft-advisory functions. In smaller 


key 


double in 


companies, executives must 


otten brass and assume 
responsibilities which. under stand- 
ard tor 


larger concerns, would call for sepa- 


organizational — practice 
rate rectangles on an organization 
chart. Purchasing may be combined 
with office management, or the lat- 
ter may be made part of accounting. 
for example. 

Implicit in this is an obvious rule 
on special staff functions. The bur- 
den of proof, in terms of tar. ible ac- 
complishments. is on them. They 
must demonstrate the need tor their 
existence in the first place. and then 
for their size. Some hard-boiled sub- 
questions should be applied here: 

Are we paying for fifth wheels? 
Are centralized staff functions 
duplicating work in counterpart or- 
ganizations 
If so, they may be hindering healthy 
development of the counterpart or- 
ganization Or, in decentra- 
lized operations, the very 
ness of the central staff units may 
make their work unrealistic and cre 


OUT 


in operating divisions? 


units. 
remote- 


ate delay in decisions. 

Are our operating executives using 
staff units as crutches? This may 
easily be true in training work— 
direct supervision should never be 
allowed to escape basic responsi- 
bility for training—and in expedit- 
ing. In one company, the weakness 
of the chief manufacturing execu- 
tive led to the creation of a fairly 
elaborate expediting activity to ef- 
fect. proper liaison between 
research, and manufacturing. When 
a strong executive replaced him, 
there was no need for this crutch. 

Do we have expensive staff ex- 
perts on our backs? Will selective 
use of outside consulting services 
cut down on staff-department pay- 
roll? Even at high per diem rates, 
spot use of such services for market 


sales. 


Par 
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PHOTORAPID DOES IT AGAIN! 
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new 


copies anything the eye can see! 


Photorapid, pioneers in photocopying machines introduces the 
“SATELLITE,” a revolutionary, budget-priced photocopying machine. 
The “SATELLITE” incorporates all features of photo copiers. 
This low-priced copying machine copies under any light condition, 
and there is no limit to its copying capacity. (you can even 
copy pages from bound books without damaging the pages). 





There is no waste of paper which makes this machine a real money saver. 


Copies up to 9” x 14”, “SATELLITE” is the best friend a secretary 


ever had. Other combination models available up to 18” width. 


Let our Photorapid representative give you an office 
demonstration. Fill out coupon below. 


DISTRIBUTORS 


NEW YORK 
Speed-O-Stat Corp. 
236 Fifth Avenue 
MUrray Hill 9-34676 
SKOKIE, ILL. 

The Mullen Co. 

3620 Oakton Street 
JUniper 8-1600 

EL SEGUNDO, CALIF. 
Pacific Copy Co. 
1730 East Holly Ave. 
ORegon 8-9025 


Photorapid of America, Inc. 
320 Broadway, New York 7, N. Y. 
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ELECTRIC-WELD 
TUBE MILL 


One of the fastest ... and one of the least 
expensive . . . methods of making steel 
tubing is with a Yoder Electric-Weld 
Tube Mill. The Yoder method eliminates 
the need for time-consuming heat treat- 
ments and costly conditioning furnaces 
for most tube needs. Scrap losses, too, 
are far lower than any other method... 


usually less than 2%. 


The Yoder Type-M Mill shown above is 
operated by one man and a helper. Coiled 
strip on this mill is continuously cold- 
roll formed, welded and cut to required 
lengths in a matter of seconds... at 
speeds up to 340 f.p.m. The quality of 
the resulting tube is constantly better 
than the requirements of commercial 
standards. This is one of many reasons 
why manufacturers and users of tubing 
the world over are using more Yoder 
mills than all other makes combined. 
If your business requires pipe and tub- 
ing, ferrous or non-ferrous, in sizes from 
14-inch up to 26-inch diameter, Yoder 
can supply the engineering service and 
machines to produce it faster and better 
for less! For complete details, write for 
the Yoder Tube Mill Manual. It’s yours 
for the asking. 


THE YODER COMPANY 


5531 Walworth Ave. « Cleveland 2, Ohio 


CHGCINEERING 
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TUBE MILLS 
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studies, facilities surveys, incentive 
installations, and the like is often 
economical in the long run. 

Are we burying operating men in 
paperwork? Staff units established 
for control inevitably add to paper- 
work. ( Dr. Luther Gulick, comment- 
ing on paperwork in public adminis- 
tration, aptly alluded to our “carbon- 
iferous and neo-lithographic age.” ) 

It is nonsense, of course, to expect 
scientific controls without records 
and reports. For example, a “stand- 
ard minute” incentive system of di- 
rect labor control obviously means 
more reporting than daywork. But 
it can bring a saving in direct-labor 
payroll of 30 per cent—well worth 
some added time clerks. The ratio 
of indirect to direct labor can well 
rise if over-all efficiency also rises. 

Constant vigilance is the only way 
to prevent unnecessary paperwork. 
When was the last analysis of re- 
ports made? Are “key” reports too 
frequent—or, even worse, too late? 
Or too involved? Are they really 
used? And one might add a jaun- 
diced caution: Mechanizing office 
operations often does not cut costs. 
It simply provides many more re- 
ports. Be sure they are needed. 

Are staff units “boondoggling”’? 
Staff units, once created, can too 
easily begin to grind on and on, with 
self-perpetuating energy. A publish- 
ing company producing business 
and trade magazines set up a central 
marketing information unit. The 
idea was to provide the magazines 
with ammunition to use in selling 
advertising space. Soon it became 
practically impossible to get 
“quickie” answers to “quickie” ques- 
tions. Even queries re- 
sulted in elaborate with 
supplementary information stream- 
ing in long after the need was past. 
The unit was a quick casualty at the 
next business decline. 


innocent 
SUrVeVS. 


4, Are we “committee-happy’? 


Next to television commercials, 
committees are undoubtedly the 
greatest man-made time consumers. 
The shortcomings of committees are 
known to all—but here are some pen- 
etrating sub-questions: 

How many formal committees do 
we have compared to a year ago? 
Two years ago? 

How many formal committees 
have become inactive without ever 
having been officially dissolved? 





REAL LOW COST 
MATERIALS HANDLING 
A pair of 1500 Ib. capacity Walkie-Work- 
lifters with 108” lift stacking pallets at 
Minneapolis Honeywell Regulator Co., 
Chicago Plant. There are thirty-nine other 
fork or platform models with lifts of 58” 
to 120” and capacities of 1000 Ibs. to 2000 
Ibs. Priced from $1250.00 to $2500.00. 
Walkie-Worklifters can be used in narrow 
aisles and on light capacity elevators. Any 
employee can operate a Walkie-Worklifter 
without special training. Write for details 
or see Sweets Plant Engineering File 
1A/EC, Economy Engineering Company, 
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Over 200,000 in use. 
Full price $4950 with cards 


FREE 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd Street © New York 36, N. Y. 


24-PAGE BOOKLET NO. D-100 
Without Obligation 
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Do we have numerous committees 


composed of practically the same 
people? 

Are some of our committees inef- 
fective because they are not made 
up of executives with requisite au- 
thority? In one case the time spent 
each month’ on developing over-all 
production schedules for the next 
twelve months was cut by 90 per 
cent by a change in the mi ake-up of 
a committee. The so-called ‘ ‘produc- 
tion integration committee” had 
formerly a made up of the de- 
partment heads who worked up the 
figures. As reconstituted, it com- 
prised the top executives in sales, 
finance, and manufacturing, with the 
department heads attending as ex- 
pert advisers. A rule was established 
that when a top man could not at- 
tend, his delegate would vote for 
him—and the principal would have 
to stand by that vote. As a result. 
action could always be secured 
the spot. 


Are we going overboard on some 
activities? 


Over-organization is usually not 
a matter of uniform “overpopulation” 
in an enterprise. It is rather a con- 
dition of imbalance, and staff and 
service units are not necessarily the 
only ones at fault. There is the dan- 
ger of going overboard even where 
the basic need for the activity is 
never in question. This can occur in 
any function, but there is one area 
where, under current conditions, the 
problem is most likely to be acute. 

In recent years, the obvious need 
for new-product activity has brought 
with it a parallel hazard: Research 
and developmental expenses may get 
out of hand. In durables, it takes 
from five to seven years to bring an 
idea from a sketch on the hack of 
an old envelope to the finished prod- 
uct ready for the market. Thus, this 
part of the organization problem is 
less amenable to straight-forward 
year-by-year evaluation than are 
other activities. Evaluation is also 
hampered by the difficulty of fore- 
casting costs of creative effort where 
a solution is confidently expected 
but the approach is not yet known. 
A further complicating factor is the 
payroll costs and delays resulting 
from the shortage of engineering 
talent. Finally, special problems of 
business judgment are created when 
the language of the scientists be- 
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MORE for the relet-te-tiels 


in new features, beauty, in new features that mean 
ease of operation! low-cost, time-saving accuracy! 


The New Comptometer Customatic gives you everything you've learned to 
expect from Comptometer—plus these 3 new features. 

NEW CUSTOMATIC NEW INSTANT NEW COLOR-smart, rest- 
KEY CONTROL ELECTRIC CLEARANCE ful Diamond Gray, scien- 
operator simply adjusts a touch of the bar and tifically selected for 
new control to suit her the dials are cleared, eye-ease and blends 
own individual touch. electrically. readily with office decor. 


It’s the cost per calculation that counts! 
Comptometer’s famous features enable you to 
get MORE AND BETTER work, at less cost! 


Accuracy Key insures complete registration. 


oo 
chee) 5 ) ihe 
Easy-to-Read Large Answer Numerals show ww! » 
through apertures shaped to reduce glare. All * we we! - NG 
: a . » %% 3F 
ciphers to left of answers are eliminated. : 2 = 
Direct-Action Keys give lightning answers. No wow ~ 
levers, cranks, or extra operations. wu we 
25 7 
. or . ; , er yw 
Cushioned Touch—Built-in floating action elim- Pa Fie _faRe 
inates “finger-fatigue.” — — 
You will appreciate the New COMPTOMETER plesecttiod! cat ot he tate ie 
CUSTOMATIC only when you see it in action. a a ee omabnepes 


Let us prove this in your office FREE. RAS Hl a SB tao ES 


° | eee 2 ole Sl one — 
f oOmptometer | Oorporation | fm SETTER BUSINESS 


Comptometer Corporation 
1722 N. Paulina St., Chicago 22, 


In Canada: Caradian Comptometer 


[} Send me literature on: 
[ ] Comptometer Customatic 

} Comptometer Comptogranph 
za Comptometer Commande: 





Camptometer Comptograph Comptometer Commander — Name ___. 

*220M"’— with new multipli- insures accuracy in dicta- Firm 

cation key—more features tion. Lifetime Magnetic beit vara 

than any other 10-key listing saves far more than machine Address 

machine. Mail coupon. costs. Try it today, FREE. City Zone _ Stat 
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Ltd. 


901 Yonge Street, Toronto 5, Ontario 
[}) Arrange free office trial for me on: 
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play tennis 
with a 
squash 
racket... 


But One 
Machine Will Do 


All-metal, all-electric; finished, 
dry copies in 30 seconds; made by 
the company which pioneered photo- 
copying in the United States. 


When you get a Hunter Cub 
Photo-Copyist, you’ve got a one- 
man gang. The Cub copies every- 
thing—signatures in ink, nota- 
tions in pencil, any mark on any 
paper. And the Cub is a bear for 
figures—from birth certificates 
to statistical reports. Remem- 
ber, too, that Cub’s truly photo- 
graphic reproductions on Hunter 
HececoKwik Papers are perma- 
nent, non-fading records. 


No budget-strainer, the Cub is 
priced at only $195. It needs 
no darkroom—works in normal 
light. It’s clean—no chemicals 
touch the operator. Easy to run 
—with Hunter Auto-Feed (op- 
tional) it’s almost automatic. 
Both Cub and papers are Amer- 
ican made—no import delay or 
risk. Don’t waste your girls’ 
time making copies when a Cub 
can turn a day-long typing job 
into minutes. We’d like to dem- 
onstrate—how about mailing the 
coupon today? 


Clip to your letterhead: 


—— —— a ae cone =m = 


/. > ; f ) , 
at Hunter Photo-Copyist, Ine. 
) 411 Spencer St., Syracuse, N. Y. 


TY | Gentlemen: 


{ want a Hunter Cub demon- | 


PIONEER 
IN 


stration in my office. 


comes increasingly difficult for the 
purse-string authority to understand. 

Control of product research and 
expense has been 
management 


development 
widely discussed at 
and engineering society gatherings, 
but the whole matter is still much 
more in the realm of intuition than 
of scientific management. Still, some 
obvious sub-questions should be 
pursued: 

Are we organized to “think 
through” proposed products from a 
marketing angle, before they become 
research projects? Many an expen- 
sive skeleton in the corporate closet 
is due to an oversight here. There is 
a strange propensity to embark on 
programs involving millions of dol- 
lars of laboratory work, vet to be- 
srudge $25,000 or $30,000 for pre- 
liminary market analysis. 

How good is communication be- 
tween sales and research? \s there a 
formal developing 
specifications? 

How have our research expendi- 
tures related to total sales over the 
years’ Are we putting more pressure 
on R&D, or less, than our important 
competitors? 

What portion of our current sales 
income is from products not in ex- 
istence ten years ago? What can we 


procedure tor 


project in the future? 

Is research an empire unto itself? 
How does it actually report to man- 
agement, and how is project Status 
evaluated? 

What is the record of actual 
against budgeted costs of research 
activities over the past fiwe years? 
How does this reflect on the admin- 
istrative direction accorded research? 


So much for the review of the 
“large picture —the examination of 
objectives and basic alignments. 
Here are some questions that apply 
to any organization unit—line, staff, 


central headquarters, or branch: 


6. Do we have too many chiefs and 
not enough Indians? 


often managements, 
cially in family-owned companies, 
have adopted a “humane” policy of 
rarely, if ever, dismissing an execu- 
tive. If a man is obviously no longer 
doing an adequate job, they hire an 
assistant who in fact takes over the 
department reins, and a duplication 
results. This is all very well for a 
while. But these things pile up, and 


Too espe- 


Weld-Bilt 
Recessed Lift Table 
Design 


SHEET STEEL SIZES 


This special Weld-Bilt Hydraulic Lift Table 
has a “pinched-waist”’ table top permitting 
extra tlexibility in handling steel! sheets of 
widely varying widths. Top, 60” x 72” over- 
all is recessed at center so operator can easily 
move sheets 40” wide or narrower 
Table top is hydro-electrically operated 
through remote foot control switch to raise 
sheets to press height without manual lift- 
ing. Has a capacity of 20,000 lbs. Easy to 
move and position | 


Write for suggestion, prices and engineering as 
sistance on your lifting or handling requirements 


WEST BEND EQUIPMENT CORP. 
MATERIALS HANDLING ENGINEERS 


303 Water Street West Bend, Wis. 





where 
cosTs 
count... 


PHOTO-ELECTRIC CONTROL 
counts best! 


Count, inspect, control traffic 
with low-cost miniaturized pre- 
cision control. Swivel-mounted 
for easy installation. Counts up 
to 600 operations a minute. 
Fast response, trouble-free. 
Ideal for automatic control of 
hundreds of processes in any 
plant. Brochure sent on request. 


Standard 


DP Be 25) 5 S Raeened i lel) Balel.) 


657 BROADWAY. NEW YORK 








PHOTO-COPYING, when a company experiences a run 
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How’s Your 
BUSINESS CARD? 


Get your FREE copy of our useful folder, 
“Business Card Buyers’ Guide.” Then 
turn to the handy check list to gauge 
business card effectiveness. See for your- 
self how your business card rates. If the 
tests show room for improvement, 
HILL’s 43 years of specialized experience 
is at your disposal 
Learn how HILL craftsmanship can create 
for you a business card you'll be proud of 
one that makes a favorable impres- 
sion on your prospects .. . one that truly 
reflects the character, personality and 
prestige of your salesmen and your com 
pany. All of this can be yours at prices 
much lower than you'd expect 
Business Card Buyers’ Guide, containing 
impressive samples, is free—without ob- 
ligation—to users of 5,000 or more busi- 
ness cards a year. Write today—tell us 
how many cards you Please 
send sample of your present card 


use a yeal 
If it’s worth seeing, put it on a Hill 


r. o. H. HILL, iNc. 


270 (D-051) Lafayette Street 
New York 12, New York 


Please Send a free copy 


of 
BUSINESS CARD BUYERS’ GUIDE 


Fine Letterheads And Business Cards 
Since 1914 











Collect faster, 
sell more — 

at one and 

the same time... 






Instal-Velope — the budger pay- 
ment combined coupon and envelope — adds extra 
convenience to budget payments...extra conven- 
ience that means extra profits to you. Users offer 
proof positive that complete account information on 
each coupon speeds customer payments — shrinks 
bookkeeping and overhead costs. A different adver- 
fising message on each coupon sells, and keeps 
selling, your products all year long. Instal-Velope 
Coupon Books are conveniently packed in units of 
9 .12- 18 - 24. Try them. You'll coilect faster, sell 
more — at one and the same time! 


Effective Tools for Effective Management 


WASSELL ORGANIZATION, INC. 


Westport, Conn. 





| Phone CA 7-4111 or send coupon For Free Sample , 

& Complete Details on Instal-Velope. | 
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of red ink, dismissal becomes far 
more difficult than it would have 
been had the problem been squarely 
taced earlier. Again, some hard- 


boiled sub-questions: 


Do we have too many “assistant” 


or “assistant to” titles? 

Do we have span of control as 
narrow as two, or even one? The 
latter may, however. be justified In 
cases where the principal should be 
largely out in the trade while the 
second-in-command carries on the 
administrative operation. 

Should we have a mandatory re- 


tirement age? 
7. Do we have too manv Indians? 


[In most industrial and commer- 
cial enterprises today, labor is still 
the largest controllable item of cost. 
If, after company objectives and or- 
ganizational structure have been 
analyzed, it appears that existing 
justified properly 


placed in the organization structure, 


units are and 
the next obvious stage in analysis is to 
be sure that organization units them- 
selves are economically manned. 
As a rule, costs in the factorv are 
susceptible to much closer analy sis 
and control than the 
units in selling and general admin- 
istration. Consequently, many com- 
panies can point to figures on pro- 
duction which are accurate 
and satisfactory, with variances 
showing up promptly for attention. 
But concerns that have not exam- 
ined unit costs recently—especially 
where piece-work rates and other 
incentive standards are 
would be surprised at the savings 
which can be effected in direct-labor 
The key is performance 
standards, such as the standard min- 
ute or standard hour systems. These 


expenses ot 


costs 


involved— 
costs. 


permit the setting of objective stand- 
ards that even highly organized la- 
bor can usually be persuaded to sup- 
port. 

It should be emphasized that the 
20 to 30 per cent savings in labor 
costs that mav be achieved are not 
brought about by unwarranted 
crude rate-cutting. 
They are made possible by a scien- 


speed-ups or 


tific analysis of what employees are 
actually doing, elimination of excess 
motions and idle time, improvement 
in work flow, and reductions in 
travel and handling time. Experience 
has shown that performance stand- 


ards can be set for indirect labor. 














Another 
Wayne Cook 


Auction 


17,000 Acres Timber 
$2,000,000.00 Modern Hardwood 
Finishing Plant of 

E. A. Stewart Lumber Co., Inc. 
Texarkana, Texas 


Timber Land (Hardwood and 


Pine Hardwood Finishing 
Plant. Dimension Plant Machin- 


ery, Re-Saw Machinery, Dry 
Kilns. \MIaterials Handling 
Equipt., Trucks. Trailers. Saw 


Mill Machinery, Box Making 
EK quipt., Boiler Plant, Land. 
Buildings and other Equip- 
ment and Machinery having 
a total valuation exceeding 
$3,000,000.00. 


Sale Begins 
Tuesday, December 10, 1957 
and continues until sold. 
Bidder Registration begins 
Monday, December 9, 1957. 





Auction will be “Auditorium 
tvpe with all properties being 
sold from catalog. All prospec- 
tive bidders must make inspec- 
tion of properties offered, prior 
to sale date. 

Inspection will begin November 
18 and continue until time of 
Sale. Complete catalogs will be 
available at site during inspec- 
tion period. 


The E. A. Stewart Lumber Co., 
Inc., Texarkana, Texas, is quit- 
ting the Hardwood Finishing 
Business. They have commis- 
sioned us to sell at public 
auction the complete, modern, 
fire-proof Finishing Plant, 
approximately 17,000 acres of 
timber land in Red River 
County, Texas, and a large 
amount of equipment and ma- 
chinery. Everything will be sold 
to the highest bidder without 
minimum or reservation. 

For Brochure with detailed list- 
ing and ferms of sale contact 


Wayne 


<a 
es Oo 
Assoc/ates, /nc. 


“The Nation's Leading Auctioneers” 
193 Meadows Bidg Dallas, 
EMerson 3-3388 


932 Board of Trade Bldg. 
Victor 2-5339 









Texas 


Kansas City, Mo 
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An erring scale 
makes figures lie! 


Your postal scale may show 6c postage needed 


for a 3c letter. Since it weighs just a shade heavy, it’s 


picking your pocket. On as few as ten overpaid 


letters a day, 


year. 


the erring scale would cost you $75 a 


' So check up. if your scale is lying, repli ice it 


with one of Pitney-Bowes precision scales. 


This new. 
and accuracy. 
The computer cy linder shows the exact amount of 


“4900” 


It weighs mail trom 4 oz. to I Ib. 


low-cost is the soul of honesty 


postage needed. You cut down the overweighing 


that loses money. 


Free: Send fora hand) desk or 
wall chart of Pastal Rates. with 


parcel post map and zone finder. 


and the underweighing that loses 
good will through annoying 
“postage dues.” 
Five other models, include 
parcel post scale weighing 
up to 70 Ibs. Just call the 
nearest Pitney-Bowes office for 
a demonstration, or write for 
free illustrated booklet. 


PITNEY-BOWES 


Mailing Scales 


1594 Walnut St., Stamford, Conn. 


Made by the originator of the postage meter . . 
offices in 107 cities in U. S. and Canada. 








Who wants a promotion! 


21 girls filing, and the new system 
needs only 15! So here’s the unique 
personnel problem: plenty of jobs in 
other departments, but no one is 
really keen to move. 

Why? Because the new Oxford 
Pendaflex hanging folder filing 
system changed old-fashioned filing 
drudgery to pleasant, interesting 
work. Who wants a promotion! 

Management is happy too. 
Suddenly it costs ten thousand dollars 
less to run the department. Suddenly 
thousands of daily references are 
handled faster, more easily, with 
fewer errors. Suddenly filing has 
caught up with modern improvements 
in other office procedures. 

This experience of International 
Latex Corporation, manufacturers of 
Playtex products, is typical of organi- 
zations using modern Oxford Penda- 
flex filing systems, which have ended 
a 30-year inertia in filing progress. 

You'll be interested in reading filing 
case histories that may help with your 
filing problem. Fill in and mail the 
coupon today. 


Oxford PENDAFLEX © 


| Oxford Filing Supply Co., Inc. 
62 Clinton Road, Garden City, N. Y. 


Send case histories of International 
| Latex & other money-saving I.N.F 





| Name 
i Address 
y City & State 








OXFORD FILING SUPPLY CO., INC. 


Garden City * Chicago ® St. Louis * Los Angeles. 
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such as maintenance. and for other 
usually 


treatment. 


operations not considered 
suited to this 
sales clerking. 

It is also sate to sav that in over- 


such as 


head and service units a concen- 
trated —activity-unit 
probing into every manning need, 


SAVINGS 1th 


analysis. by 


can vield respectable 
manpower. For example. 
graphic pools, as against too many 


steno- 


private secretaries Or stenographers, 


may greatly reduce womanpowel 


needs, 


Saving on Frills 

Where firm directives insist. 
a frill can be eliminated. A general 
tightening up can not only H ‘ave de- 
partment: I effectiveness intact. but 
actually improve efficiency. In just a 
few months of an: lysis, pilot studies 
of this sort in five large municipal 
departments of the City of New 
York uncovered manpower and _ pro- 
cedure savings of almost $2.5 million 
—over 7.0 per cent of the payroll in- 
volved. These substantial savings 
were pinpointed by purely high-spot 
studies. Some sub-questions: 

Are we applying the concept of 
performance standards as widely as 
possible? 

Are we properly organized to 
keep the standards up to date and 
to analyze results? It is certainly 
penny-wise and pound-foolish to 
skimp on_ industrial 
while controllable manpower wastes 
continue by default. 

Are we taking full advantage of 
incentives? Incentive programs tan 
be undertaken with full union sup- 
port, once the essential fairness of 
the program is understood. 

Do we tend to solve a problem by 
more people rather than more push? 

When does a service become a 
frill? 

Is “no overtime” a good thing? It 
may be well to end on a somewhat 
hard-boiled note—with full aware- 
ness of todays need for good hu- 
man relations in business. Obviously, 
good supervision will strive to keep 
overhead. But too many 
offices, the writer’s view, are run 
on a strict 9-to-5 basis. Only under 
the most ideal situation will work- 
How be strictly uniform. Without 
vigilance, there will be a tendency 
to man for a workload that is closer 

peak than to average. “No over- 
time ever’ is not a motto that will 
insure against over-organization! END 


mahy 


engineering 


down 
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. Marketing notes and comment 





ARE YOU OVERPAYING YOUR SALESMEN? 


ALSO: New developments in transportation 


ARE YOUR SALESMEN 
paid? According to Professor Ken- 
neth R. Davis of Dartmouth’s Amos 
Tuck School of Business Administra- 
tion, many 
companies are unrealistically high 


OVCT- 


salesmen's salaries in’ 
and should be lowered. 

But he hasnt anything against 
salesmen as a group, Professor Davis 
makes clear. He says: “I do not wish 
to imply that salesmen are neces- 
sarily over-compensated relative to 
others in the labor torce—engineers, 
carpenters, doctors, accountants, or 
bellhops —~but rather that the sales- 
men of Company A may well be 
over-compensated relative to sales- 
men of Company B when both com- 


panies are operating under the same 
selling conditions. ” 

How does such a situation de- 
velop? Professor Davis says it can be 
traced to four distinct causes: 
® Management uncertainty about the 
real worth of each salesman 
® The fear that particular salesmen 
have become indispensable 
® Plain lax practices in this area of 
wage administration 
®Sales managers bias in favor of 
high rewards tor their sales stafts. 

“Despite the gains trom scientific 
methods to establish market poten- 
tials, quotas, and supervision,” ob- 
Davis, “there still 
remains a large element of JUeSS- 


serves Protessor 





Converting Carriers for Wet or Dry 





Cargo 

Looking like a Brobdingnagian toothpaste 
tube, this new rubber-fabric container will 
bring big changes to transportation. It 
makes possible, for the first time, the haul- 
ing of dry cargo in one direction and liquid 
in the other, thus putting an end to costly 
dead-heading. The Nutrie 
Waltham, Mass., transports liquid alum in 


Cr rp ration. 


the rubber tank to paper mills and then 
loads the trucks with lumber. paper, or 
pulp tor the return. Deve loped by United 
States Rubber, the Sealdtank will be 
available in various sizes for trucks, rail- 
roads, and barges. 





When empty, the container can be rolled up and stored in the trailer for the return trip. 
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Plant 
Location 
Service 


Our experienced, independent serv- 
ice may help you greatly if vou are 
looking for a new or more profit- 
able plant location. 





For 30 years we have helped 
public utilities attract new indus- 
tries to the areas they serve. Now 
we are applying that 30 vears ex- 
perience to the other side of the 
problem. We are helping businesses 
find profitable new plant locations 
and sites. 

We have an unusual fund of in- 
formation about what it takes to 
make a new factory location profit- 
able. We have built this up out of 
30 years of management consulta- 
tion to large and small industrial 
concerns, financial institutions, elec- 
tric and gas companies, railroads, 
telephone companies, local and 
Federal government agencies and 
foreign countries. 

We are a group of about 110 
people. Forty of our men are con- 
sultants of more than 20 vears’ ex- 
perience in their special fields. All 
their special abilities and experience 
can be brought to bear on the prob- 
lems of determining the most de- 
sirable plant location for you. 

Our service is confidential. We 
protect the client, and relieve the 
client of unnecessary interviews. We 
can save the client the cost of many 
unnecessary investigations. We fur- 
nish a clear cut report of direct and 
indirect cost factors. We also eval- 
uate intangible factors and rank the 
prospective locations in order of de- 
sirability from an overall cost stand- 
point. We then confer with the client 
on the ultimate choice. 


We report results as rapidly as 
careful work and thoughtful analy- 
sis permits, and at a reasonable cost. 


Call. wire. or write for detailed in- 
formation and references. Explora- 
torv discussions are welcomed. 


MIDDLE WEST 
SERVICE COMPANY 


Business and Engineering 
Consultants 


20 NORTH WACKER DRIVE 
CHICAGO 6, ILLINOIS 


RAndolph 6-8730 











The mark of an 
Extra Dependable 
machine 





POWER 
for the 
elevator industry 


it takes rugged whisper- 
quiet power to raise and 
lower elevators comfortably, 
smoothly, and safely ... the 
kind of power that Electro 
Dynamic standard and spe- 
cial motors furnish for the 
elevator industry. 


The red E. D. “power spot” 
is your assurance of extra de- 
pendable Electro Dynamic 
power ... over 75 years in 
developing ... yours today 
at no extra cost! 














GEARLESS MACHINE 


ELECTRO DYNAMIC 


DIVISION OF GENERAL DYNAMICS 
CORPORATION 


BAYONNE, NEW JERSEY 
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work when it comes to determining 
a salesman’s productivity. The com- 
bined effects of advertising, product 
improvements, price shifts, and other 
changes in the marketing mix fre- 
quently cloud the picture of why 
sales have materialized. Moreover, 
the impact of personal selling, as is 
the case with advertising, is often 
deterred, thereby limiting the op- 
portunity to relate efforts and _ re- 
sults. And there always exists that 
most significant unknown—business 
conditions.” 

He adds that since it is so dif- 
ficult to measure salesmens_ pro- 
ductivity, few companies have at- 
tempted the chore. Comparatively 
speaking, more concerns have ap- 
plied job evaluation to selling, but 
this area too is largely neglected. 
And most sales managers, who like 
to rely on their own judgment in 
sizing up their men, see little need 
for supplementing their subjective 
opinions with more objective meas- 
ures of productivity. 

In addition, salesmen are _ fre- 
quently skilled at selling themse ‘Ives 
to management. In the absence ot 
objective measures of productivity, 
they often bargain persuasively and 
effectively for higher pay. 


CALL SHIPPING 
CLERK HERE 
FOR INSTRUCTIONS 





Truckers say ‘’Roger’’ 


Airport-style trafic management has been 
adapted to trucking at the Rolled Steel 
Corp., Skokie, Ill. On arriving at the ware- 
house, the driver reports in on a phone 
within reach of the cab and receives dock- 
ing instructions from the dispatcher. Be- 
cause this prevents costly traffic snarls, it’s 
an important time-saver. 
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Since there is a searcity of data 
on sales salaries. most companies 
rely on word-of-mouth reports, but 


these are often biased and provide 


too small a sample to base decisions 
on. 

In general, Professor Davis says. 
“there is a real need for sales man- 
agers to take a longer and harder 
look at the problems surrounding 
the level of compensation as well 
as the problems of the method of 
compensation. 


Salesmen on the runways 


\{s demands on his time have mul- 
tiplied in recent years, the sales- 
man’s job has become a many-splin- 
tered thing. But some companies are 
making considerable progress — in 
cutting out the nonessentials (see 
DR&MI, March 1957, page 46). 

One company has hit upon a real 
time-saver by tailoring its annual 
sales meeting to the air age. H. H. 
Robertson Company, a_ Pittsburgh 
manufacturer of building products, 
is living its 150 salesmen to Pitts- 
burgh and plans to conduct all ses- 
sions right at the airport. A. W. 
Hedgren, sales vice president, ex- 
plains that this will save valuable 
time otherwise spent in travelling 
between the airport and Pittsburgh 
and then from the hotel to company 
headquarters. 

Like many companies, Robertson 
has traditionally had one sales con- 
ference each vear, attended by all 
salesmen. But, according to Mr. 
Hedgren: “We found the traditional 
annual sales meeting has at least 
one major drawback. It leaves sales 
offices unstaffed and unable to han- 
dle business during this period.” So 
this Fall the salesmen are coming 
to the Pittsburgh meetings in four 
groups. 


Point-of-sale billboard 


To push a new slogan contest. 
Crosse & Blackwell, Baltimore, de- 
cided to use its new two-can multi- 
pack carton. On the sides of the 
package, which is designed in a bold 
red and blue, appears an announce- 
ment of the contest, directing the 
buver to look for details on the backs 
of the can labels. Container Corpo- 
ration of America, designer of the 
package, believes that this is the 
first use of a multipack to advertise 
a national contest. —?F 
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Ic takes rugged power 
to operate blowers 

and pumps to keep a 
building well venti- 
lated and supplied with 
water ... the kind of 
power that Electro 
Dynamic standard and 
special motors furnish 
for building equipment. 


The red E. D. “power 
spot’ is your assurance 
of extra dependable 
Electro Dynamic power 
... Over 75 years in 
developing... yours 
today at no extra cost! 
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HOW CAN I 

(‘CONVERT 

TRUCKS TO 

(ACH? aac! 


DON’T FREEZE operating and expansion 

capital in today’s “tight money’”’ economy 

. don’t tie it up in trucks in any money 

market when full-service NTLS truckleasing 

furnishes everything but the driver—even your frozen cash! You’re released, 
too, from the headaches of licensing, maintenance, insurance. Learn how you 


can “own” your fully maintained trucks with a single cost-known-in-advance 


invoice. Write for folder. 


TRUCK LEASING 


23 E. JACKSON BLVD.- SUITE D-li 
CHICAGO 4, ILLINOIS 
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No. HD68 Special 


Multiple-Spindle Machine 
with 81 clearance between 
columns, drills, reams and 
chamfers holes in tube 
sheets of various sizes 
Electric control provides 
means for determining hole 
pattern through selection of 
in-line spindles and control 
of two-way, positive-posi- 
dcolsl-2eMmih Aehe- Lil lommnalel-P ature) 
work table. 


PRODUCTION ¢ EFFICIENCY * SAVINGS | = Over 55 years of 


if e Multi-Spindie Boring 
Use an peers Single and Multi-Spindie Honing 
designed wet ee Straight Line Multi-Drilling 
Machine aa ai Adjustable Spindle Drilling 


Drilling, Boring and Tapping 


Special Multiple Operation Machine Tools 


MOLINE TOOL COMPANY 


100 20TH STREET + MOLINE, 
REPRESENTATIVES IN PRINCIPAL CITIES 107 


DUN 


Vertical and Way-Type Fixed Center MUSE 


Machine Tool 
Engineering ex- 
perience is at 
yourservice. 
Tell us your par- 
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PURITY AND PROFITS 
continued from page 46 


people have a variety of super-accu- 
rate new process instruments to In- 
dicate whether impurity limits are 
being exceeded at any point in the 
process. For example, the mass spec- 
trometer, a rare sight in laboratories 
ten years ago, is now available as a 
process analy zer for chemical, pe- 
troleum, and petrochemical plants. 
The steady reworking of sensitive 
laboratory instruments into quality 
control devices and then into rugge d 
process-control machines is giving 
production men new weapons to 
maintain or gain product purity. (See 
last month’s DR&MLI, p. 56, for a dis- 
cussion of infrared instruments in 
controlling impurities. ) 

If the production man can't always 
control his sources of raw materials, 
he can at least make sure that: the 
materials are not further contami- 
nated in the shop. Moisture is a ma- 
jor impurity in many products, par- 
ticularly nylon molding powder. In 
molding nylon parts, it is important 
not to open the drums of molding 
powder until just before they are 
dumped into the molding machine. 
After the “flash” or scrap is removed 
from the freshly molded part, it must 
not be allowed to cool and thereby 
absorb moisture before it is ground 
up and dumped back into the ma- 
chine. Once the nylon has been made 
into a gear or other component, the 
water it absorbs is no problem—it 
actually makes the nylon harder. 


Plant Environment Counts 

As increasingly pure materials are 
handled in the plant, management 
has to go one step beyond controlling 
personnel—and control the plant en- 
vironment. This doesn't mean com- 
pletely air conditioning a factory, 
although more and more plants are 
being air conditioned to gain a va- 
riety of benefits. If water is the 
villain, humidity control is the an- 
swer. If dust is the contaminant, dust 
removers are widely available. Some- 
times only one critical stage or room 
requires environmental control. If 
the process itself can be enclosed 
and requires no operators, environ- 
mental control is much cheaper. 

Many production processes re- 
quire large amounts of water, and 
water purification equipment is be- 
coming common in many plants, es- 
pecially those that have to reuse 
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water on account of local shortages. 

Increased purity and more purity 
levels are making new demands on 
industrial salesmen. Technical train- S =) * 


ing is generally necessary to sell raw PSR 

materials, and many companies are 

actually hiring young men straight THE IMPROVED PENNSYLVANIA 
out of engineering schools for train- 

as “sales ‘s.”’ Selling cus- “TAX CLIMATE” 


ing as “sales engineers. 
tomers on the benefits of a new. An Important Message for 


higher- -purity material cant be done MANUFACTURERS « DISTRIBUTORS « INDUSTRIAL REALTORS 


by high-pressure methods. Salesmen 
MANAGEMENT AND ENGINEERING CONSULTANTS 
must know enough about engineer- 
Ing to explain exactly how a a Pennsylvania, this year, has taken These changes, plus the absence of a 
terial will affect the operation and major steps to create a “tax climate” state personal income tax, and the 
favorable to new industry and expan- growing dependence of localities on 
must also have an intimate knowl. sion of established industries. non-property taxes, Mean major ad- 
e 4 The 1957 Session of the General vantages”, taxwise, to companies lo- 
edge of the purity requirements o Assembly (the Commonwealth’s leg- cating or expanding in Pennsylvania. 
ying market, so that they can sell bulk islature) which adjourned in June 
shipments quickly to a second cus- made the following basic tax changes: 


how much money it will save. They 


tomer if the origin: il customer can- 1. Exempted manufacturers from the 
capital stock and franchise taxes; 
Management must back up the 2. an or ete anv cadena 
sales force with a sound quality con- from local, ad valorem property tax- 
trol system. If a salesman sells one ation (there is no state-level general 
; property tax in Pennsylvania); 
purity level, and the plant ships a Pecan tabs tani tenali tania 
batch that doesnt meet the cus- _ Made the temporary 3 per cent rate ‘Write to: 
tomer s specifications, that salesman of ‘the Pennsylvania Sales Tax per- Pennsylvania Dept. of Commerce 
is likely to have difficulty the next manent—now the principal source of Main Capitol Building 
Commonwealth revenues; 979 State Street, 
time he appro aches the c ustome r. In Reduced the sales tax on purchases Harrisburg, Pennsylvania 
some comps anies nfimet: uning pur ity made by manufacturing firms. Telephone CEdar 4-2912. 


is of such major marketing concern J 
that the quality control people report Me 
to the sales manager. 


cels the order or rejects a lot. 





Get the whole story of Pennsylvania's 
new tax advantages. Send for booklet 
entitled “The Improved Pennsylvania 
Tax Climate” 





You show your sales case to so many people every aay 7 


How Many Grades to Offer? 

The sales manager also can offer 
valuable advice on how many grades 
of purities to produce and market, 
although this is still a top manage- 
ment decision that calls for expert 
knowledge of all phases of company : 
oper ations. Obviously it is easiest to ose We design 


produce just one orade. Yet offering 

a number of grades insures that the “Tufide 

demands of a larger number of cus- CASES 
tomers will be met. How does a com- to look better, last longer! 


pany decide what to do? 
- he — Company, a } divi ision of Your sales case helps create an impression 
Side 1. of you, whatever you sell, wherever you 
aed “i rule of “mass use. to carry a TuFIDE Sales Case. It always 
Where demand for a product is over- Jooks neat, new and businesslike. TUFIDE 
looks like leather . . . feels like leather . . . 
whelmingly for one grade, only that outwears leather 5 to 1. Costs far less. too. 
grade is produced. But if the mate- — 150 styles ~~ at stationers and 
; epartment stores. Or we'll custom-design 
rial is new and most of the uses for Wall Gases to your epecific needs. 
it have not been explored, offering 
a number of grades gives a company Unconditionally 
the best chance of finding customers. Guaranteed Five Full Y ears 
For example, Du Pont ofters tour 
different grades of high-purity. sili- noe 
con—the highest for high-power STEBCO, Dept. D-3 > ee 
transistors. the lowest for solar cells. 1401 W. Jackson Blvd., Chicago 7, . iil 


Frequently, company size deter- Please send more facts on ee 
° 7 . ’ : “Wy ; iy ay = Address___ 
mines the number of grades offered. TUFIDE with FREE book C) 
S let of sales tips. City & Zone___ 


Small companies may simply lack (bse Ode S EDN a es babe be eke 8 bk owe aws 
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THE OLDER WE GROW, the more we know. 
This is not only true of people, but of com- 
panies, too... for a company is only as wise 
as the knowledge of its combined staff. 

FOR 60 YEARS, PANAMA-BEAVER has 
matured steadily in its program to provide 
an “easier office-worker life.’’ Since 1896, the 
company has learned to anticipate the needs 
of the commercial world before they arose. 
Among the first to recognize the important 
role of Vision-Engineered products, 
PANAMA-BEAVER's research department 
developed the easy-on-the-eyes Hypoint 
colored carbon papers plus Lustra Colorful 
Inked Typewriter Ribbons—especially created 
to harmonize with all paper stocks and letter- 
heads. Another achievement—the Eyesaver, 
Parma Pearl and the NEW Ebony Uni- 
masters (for spirit duplicating) with tinted 
jackets to avoid glare, relax the eyes, relieve 
harsh contrast and permit faster work. 
EXCITING THINGS have already been charted 
for PANAMA-BEAVER's next 60 years. 
as you will find out when you call you: 
PANAMA-BEAVER man, “always a live 


wire! Sf) Sf? 
PANAMA-BEAVER 
Yitbbond Latbing 
Coast to Coast Distribution 


Since 1896—''The LINE that can't be matched."' 
MANIFOLD SUPPLIES CO. 
188 Third Ave., Brooklyn 17,N. Y. 











Twice as many records in the 
Same space with America’s 
first space-saving 

filing system! 


SPACE SAVING 


Just 1 Visi-Shelf 
Filing Unit files the 
equivalent of 2 
standard filing 
cabinets —in half 
the floor space 


TIME SAVING 


Filing is faster and 
easier with Visi- 
Shelt’'s exclusive 


FacialGuidePull!” 


COST SAVING 


Visi-Shelf units file 


more at lowest cost! 


FREE! 


Send for 
Catalog 
today ! 


tents 
U Ss. Po Visi-Shelf Filing Units are available 
from 7 to 10 openings High — With 
or Without Doors — Correspondence 
and Lega! Sizes. 


VISI-SHELF FILE INC. 


225 BROADWAY NEW YORK 7, N. Y. 
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the facilities to stock and distribute 
more than a few grades. Also, big- 
ness can sometimes be essential to 
production of a very pure product. 
Since the crucible or reactor is fre- 
quently the unavoidable source of 
contamination, a big reactor pro- 
duces a purer product than a smaller 
reactor, because the surface area 
per unit of volume of a container de- 
creases with increasing size. 


Taking Pot Luck 

Sometimes the grades offered are 
determined by the characteristics of 
the natural raw materials consumed. 
At the zinc smelters of the St. Jo- 
seph Lead Company in Josephtown, 
Pa., an emission spectrograph is con- 
stantly analyzing the product. When 
some zinc emerges that is lacking in 
one of the usual impurities, the op- 
erator pays attention to the 
spectrograph. As soon as the impur- 
ity starts to appear again, he cuts off 
that particular batch and it is cooled 
separately. Then the companys 
salesmen are alerted to look for a 
customer who will pay a premium 
for this specially pure zinc. 

The zine industry is one that has 
particularly benefited by developing 
a new, higher grade. Back in the 
1920's, the highest commercial grade 


close 


of zinc used as a base for die-casting 
alloy contained just enough lead and 
bismuth (far less than 1 per cent) to 
make it particularly vulnerable to 
moisture. Die-cast zinc handles some- 
times broke off in the owner's hand 
when he tried to open the door of 
his car. By electrolytic or distillation 
methods, the zinc was refined to a 
purity of 99.995 per cent. Now ‘spe- 
cial high grade” makes up nearly 
half of American production. 
\ithough producing more than one 
grade is a production problem, the 
situation can have its compensations, 
If a batch doesnt meet the highest 
specs, it usually can be put into 
service at a lower level. For instance, 
at the Corning Glass Works a batch 
of fused silica that doesn’t meet the 
exacting standards for ultrasonic de- 
lay lines is downgraded for use in 
ultraviolet equipment. If it fails 
there, it can most likely still meet the 
specs for optical instrument glass. 
The best general advice on the 
problem of purities is to offer a num- 
ber of grades in new, rapidly chang- 
ing fields where demand is still low, 
and fewer grades in stable, heavy- 
tonnage markets. | 


DUN'’S 


There is no point in producing and 
selling a highly refined product and 
then allowing it to become contami- 
nated en route to the customer. The 
trafic manager plays an important 
role here in maintaining product 
purity. He must make sure that the 
container 1s not porous to contami- 
nants and is chemically inert. 

To insure the purity of its chemi- 
cals, Allied Chemicals owns fleets of 
special barges and tank cars. Cer- 
tain barges and cars are reserved for 
only one chemical and are not used 
to transport any other. 

The ideal would be a tank car that 
could carry any kind of chemical or 
food product. To this end, General 
American Transportation Corpora- 
tion, Chicago, is conducting an ex- 
tensive research program to develop 
new inert interior coatings for its 
rented cars. 


Payoff for Purchasing 

The purchasing agent. to return to 
material-using outfits, can play a vital 
role in making sure that a company 
is not paying for more purity than it 
needs: he should question each pur- 
ity spec at regular intervals. The 
story is told at one of the leading 
ethical drug manufacturers of the 
new purchasing agent who went 
around questioning all the purity 
specifications. He discovered enough 
instances of buying unnecessarily 
high-grade materials to save a lot of 
money—and earn himself a hand- 
some bonus. Another example is the 
experience of the steel mills last 
Spring when there was a shortage 
of high-purity oxygen. The mills 
switched to a lower-purity gas known 
as “tonnage oxygen tor use in fur- 
naces. To their surprise, they discov- 
ered that the lower grade was satis- 
factory for many operations. 

Of course, the purchasing agent 
can carry this attitude 
too far. One researcher complained 
bitterly that his company's purchas- 
ing agent always buys the cheapest 
chemicals for the research lab. The 
research staff has to spend hours of 
its valuable time purifying 15 cents 
worth of chemicals to a level they 
can buy for half a dollar! 

The purchasing agent must also be 
instructed in the proper techniques 
of sampling high-purity materials 
and in proper storage. One P.A. in a 
rectifier plant sampled each block of 
selenium in a shipment when it ar- 
rived, and then stored it in a ware- 


“show-me” 
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house full of open drums of oil. 

the time the blocks reached the hs 
duction line a week later, enough oil 
vapor had been absorbed through 
the breaks in the polyethylene pack- 
aging to ruin all the rectifiers. 

To understand the need for high- 
purity materials and their handling, 
and how to interpret the many speci- 
fications prepared by the creat na- 
tional organizations that set purity 
standards, the P.A. needs technical 
training. Not only must he be tech- 
nically competent he must be busi- 
ness man enough to appreciate the 
eftect of changing markets on the 
availability of pure materials. When 
supplies are tight, manufacturers of 
raw materials naturally concentrate 
on producing their higher-cost, purer 
grades. Purchasing agents must know 
when to stockpile t oO avoid paying a 
premium for unnecessary purity. 

Sometimes, of course. supplie s will 
become so tight even the most tar- 
sighted purchasing agent cant stock 
up on material. And there is an eco- 
nomic limit to stockpiling. 

Bargain-hunting is only common- 
sense for purchasing agents. They 
should have their lines of communi- 
cation out so that they will learn of 
materials rejected by other manu- 
facturers, but satisfactory for their 
needs. At Federal Pacific Electric 
Corporation in Newark. Pads, the 
purchasing agent saved thousands by 
buying some carloads of urea mold- 
ing powder prepared for button 
manufacturing. Little flecks of red in 
the plastic made it unsuitable for 
buttons, but its electrical and me- 
chanical qualities were unaftected. 


Purity and Planning 
The fastest-growing companies in 
the United States today are charac- 
terized by sales of new products that 
didnt exist ten and sometimes five 
years ago. These new products fre- 
quently depend on new, purer ma- 
terials that were hardly known when 
the products were developed. Sim- 
ilarly, the new products of the future 
will demand new, purer materials. 
The manufacturers who are equipped 
to produce and market—or use— 
these materials will reap the benefits. 
Those that never question their old 
materials will face contracting mar- 
kets. Coordination of every depart- 
ment in a manufacturing company 1s 
necessary to gain the substantial fu- 
ture profits that are based on purity. 
END 
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—in SOO LINE LAND 
for Your New Plant Site. 
—it's There—Somewhere! 
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N E L, A N D eS 


serves dozens of fine towns 
Plenty of everything for new or ex 
panding industries: skilled labor, 


power, water, fuel and 





For Alf i in a a factory or warehouse site 
Call ox Write the ne ana! Soo L ine Representative 


ez GEO. T. BERGGREN, Industrial & Real Estate Commissioner 
First National-Soo Line Building J Minneapolis 2, Minn. 
FE 2-1261 


B soo LINE RAILROAD 


FAST SOO LINE FREIGHT SERVICE ! 














METALS 


What can be | done! with 
the SHAW PROCESS... 


You can now make a precision casting without limitation 
in size or shape, to micrometer tolerances, better than 
machined surface finish, in any metal, from simple pat- 
terns, in minutes (instead of days), hours (instead of 
weeks), with negligible tooling costs, and very nominal 
capital outlay. 
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CAN HELP YOU 


SELL « TRAIN 


W/TH THE NEW 
FULLY AUTOMATIC 


“MICROMATIC” 


SOUND SLIDEFILM PROJECTOR 





Projector, record-player, 
screen, record, films, lenses 
and extension cord fit in a 

luggage-styled briefcase. 

Lightweight, compact! 


only DuKane gives you 
Redi-Wind for 
AUTOMATIC REWIND 
and 
EASE OF OPERATION 


WRITE TODAY 


Write today for facts on the SELL & TRAIN 
l help you can get from the ‘'Micromatic"’ 
DuKane Corporation, Dept. DR-117 
St. Charles, Illinois 
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SALES PROMOTION COMES INTO ITS OWN 


How do you draw the line between sales promotion 
and advertising? Where should sales promotion fit 


into the company organization? New survey provides 


answers drawn from current company practices. — 


FACE-TO-FACE selling is the old- 
est form of marketing, and advertis- 
ing, which came into its own with 
the advent of newspapers and peri- 
odicals, got its start long before in 
the form of shop signs. Sales promo- 
tion, by contrast, is a newcomer— 
and many companies, knowing. its 
importance, still have trouble decid- 
ing exactly what it is and where it 
belongs in the marketing set-up. 

To clarify the status of sales pro- 
motion in the modern marketing or- 
ganization, Professor Albert W. Frey 
of the Amos Tuck School of Business 
Administration, Dartmouth College, 
recently conducted a study among 
producers of consumer and industrial 
goods. Ninety-three sales promotion 
managers and 139 sales promotion 
managers who were also their com- 
pany s advertising managers cooper- 
ated in the survey. 


Most Make the Distinction 

Judging from their replies, most 
companies now consider sales pro- 
motion an activity in its own right, 
distinct from advertising. In 77 per 
cent of the 232 companies, the dis- 
tinction is formal, and in many others 
it is intormally recognized. One hun- 
dred of the companies have separate 
sales promotion budgets. 

Some comments from those who 
see sales promotion as a_ separate 


function in the total marketing effort: 
® “Neither advertising agencies nor 
sales departments have a full under- 
standing of what is involved.” 

@*A sales promotion managers re- 
sponsibilities are to do the thinking, 
to negotiate the marketing program 
which the sales manager is too busy 
to do and the advertising manager 
doesnt know how to do.” 

® “Sales promotion is the other half 
of the job begun by national adver. 
tising which. by itself, cannot com- 
plete the sale—at least in our busi- 
ness. 

® “Sales promotion should always be 
treated as a separate function—no 
matter how interrelated and con- 
nected to advertising it becomes— 
because it's so important to support 
sales on a broad front, and the whole 
idea of sales promotion is conducive 
to the broader thinking and action 
that modern merchandising 
quires.” 

The minority who thought the 
function should be part of advertis- 
ing or sales argued that sales promo- 
tion was so closely related to the 
other marketing functions that sepa- 
ration was artificial. 
©“! feel that it's a question of inter- 
pretation that can have no effect on 
the job to be done,” one man said. 
“It's strictly academic.” 
®“My university professor taught 
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WHERE THE SALES PROMOTION EFFORT IS DIRECTED 


KIND OF PRODUCT NUMBER OF 


SALES PROMOTION TARGETS 
(“7 of total effort) 





MANUFACTURED COMPANIES 


SALESMEN 
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... about rotary card filing today? 
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REMOVE OR REFILE ONE CARD OR HUNDREDS instantly. Mosler Revo- CARDS CAN'T DROP OuT. Mosler Revo-File is the 






y 


e File holds cards without mechanical attachment. No wear on cards e type that doesn’t rely on notched cards that wear out in 
or clerk. Ups efficiency. Gives real finger-tip control. The patented, exclusive belt method of holding records in file 





assures complete protection agalnst card “fall-out” Or wear, 





Another fine 
product of 

The MOSLER 
SAFE Company 











HOW TO MODERNIZE AN ACTIVE CARD FILE IN MINUTES. 


> | ] ] 
If vou have >.UUU or more active Card records oO! anv tvpe 
or size (inciuding tabDulating cards whicil ire used con- 
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tinuously for reference and posting. mail this: 





THE MOSLER SAFE CO., 320 Fifth Ave., New York 1, N. Y. 








FILING IS FASTER, REFERENCE QUICKER with Mosler Revo-File as 
e “‘cards come to clerk’’ instead of clerk going to cards... 68 linear | 
inches of filing capacity in a handsome cabinet only 36 inches long. 
Available in manual and automatic electric selector models. : 


| 
Department RD-233, REVO-FILE DIVISION, 
| 


Please send me comple te infe rmation on Mf Sic! Revo-] ile and how 
to modernize an active card file in minutes. 


), aa Pe ; ee , _Pt 
* & * * . 
COMPANY __ 


For big volume filing Mosler Roto-File can accommodate 
more than 80,000 cards . . . has all the exclusive features 
of Mosler Revo-File. Several clerks can work at same time. 


ADDRESS 
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FINES 
ACCO HELPS KEEP 


THIS BOX empty 


Boy! The things that can happen in 
an office to make you swear!—Lost letters, 
mis-filed reports, mis-laid sheets, a file folder 
that spills its contents, papers blown about 
by drafts, knocked off desks, mis-handled or 
destroyed. 

Why pay penalties for such misfor- 
tunes? Do away with them! Start Accobind- 
ing! That’s the binding-filing-safe-keeping 
system that keeps all related papers together 
as long as you want them. 

Accobind Folders and Accopress 
Binders are available in sizes to fit all your 
filing needs — and they last for years. Ask 
your stationer to tell you more! 


ACCO PRODUCTS 
{ Division of NATSER Corporation 


Ogdensburg, N.Y. 
nada: Acco Canadian CC: Ltd T 
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WALKIE-TRUCK 
TO OPERATE ANDO 
MAINTAIN EVER! 


REVOLVATOR 
LIFT TRUCK 
On The Market 





FINGER-TIP CONTROLS. INCLUDING DYNAMIC BRAKE 
TO ELIMINATE “PLUGGING” THE MOTOR GOING 
DOWN RAMPS, ANDO “ARTICULATED” CONSTR- 
fm VCTION ADJUSTS TO UNEVEN 
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SNAP THE LATCH AND LIFT OFF THE 
COVERS ~- YOU DON’T EVEN TAKE 
THE MOTOR OuT TOGET AT TWE 
BRUSHES AND THE DISK BRAKE 
HAS A SIMPLE SCREW ADJUSTMENT 


HOW ABOUT 
MAINTENANCE ? 


V write FOR Our 
‘FREE TRUCK 
OF GO-GETTER — 


TRIC AND RED 
GIANT 
nD LIFT TRUCKS 


REVOLVATOR CO. 


8702 TONNELE AVE., NORTH BERGEN. WN. J. 








me that advertising and sales promo- 
tion were separate functions, and it 
was desirable to have them sepa- 
rated in the sales organization,” an- 
other wrote. “Years of experience 
have shown me that quite the con- 
trary is desirable. The problems of 
each are so similar and they work so 
closely together that I now hold that 
a single person should head both 
functions, reporting directly to the 
top sales executive. This is so in my 
case, and I would not be a part of 
any program otherwise set up.” 


©'In my opinion separation is ap- 
propriate principally as a budget con- 
venience only,” said a third. “Some 
of the so-called sales promotion ac- 
tivities are hardly distinguishable 
from advertising activities.” 

As to a definition of the function, 
and the way in which it differs from 
advertising—which is, of course, also 
designed to promote sales—the great 
majority of the sales promotion exec- 
utives participating in Professor 
Freys survey felt that the term 
“advertising should cover only (1) 
selection of the media through which 
a company will transmit its message 
to consumers and the trade; (2) buy- 
ing space or time for the message; 
and (3) composing and presenting 
the message. Sales promotion, on the 
other hand, was defined as the effort 
to “educate and arouse the interest 
of salesmen, middlemen, consumers. 
and perhaps others through a varie- 
ty of materials, tools, and devices 
controlled by the company itself.” 


Place in the Organization 


Where does the sales promotion 
department fit into the company or- 
ganization? Of the 162 sales promo- 
tion managers who answered this 
question, 74 reported to sales execu- 
tives, 49 to general management 
executives, ten to advertising execu- 
tives, and five to executives responsi- 
ble tor sales and advertising or sales 
and merchandising. 

To whom the sales promotion ex- 
ecutive reports seems to depend 
largely on what groups his efforts 
are mainly designed to influence. 
Where sales promotion is part of 
sales, the reason is generally that the 
promotion is designed primarily to 
inform and interest the company's 
own salesmen. 

Usually, however, companies di- 
rect only about one-fifth of the sales 
promotion effort at their own sales- 


DUN'S 


CALCULATED RISK 
OR NO RISK AT ALL 


Two identical plastic parts——or so it 
seems. One from supplier X, the other 
Lor-El. The question—whom to give the 
contract to? 


Executives know that an experienced 
purchasing official won’t take a chance 
and that the man with this type of 
judgement will grow and grow and grow 
with the firm. 


Price or quality product? How do your 
people buy? Are you plagued with nu- 
merous rejects or are your plastic com- 
ponents consistently perfect? 


Lor-El’s scrupulous quality control is 
no accident. Lor-El’s injection molding 
facilities assure delivery of a quality 
product at a competitive price. 


Fine then—why take a chance— 
check Lor-El’s quality—ask for refer- 
ences—see their facilities for yourself 
and eliminate risk——the risk of an in- 
ferior plastic component in your product. 


Further details? — Of course — write 
for our illustrated brochure today. Or 
call: Oldfield 3-4066. 


Eor-E i 


COMPANY, 


256 PATERSON PLANK ROAD 
JERSEY CITY 7, N. J. 


SPECIALISTS... in Product Design, 
Mold Building, Molding and Assembly 
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TEL-A-STORY COMMANDS 
ATTENTION! 


Gives Your Product 
A Colorful 

Moving Message 
That Sells 

The Tel-A-Story 
Automatic Projector 


will sell your prod- 
uct using twelve 


or yj" 
~~ 





DRAWS CONVENTION 

CROWDS . 

PEPS UP POINT 

OF SALE... 

STIMULATES SALES 

MEETINGS 35mm or 2” x 
Square transparen- 


cies on a 156 sq. in, picture screen, 
Copy changes automatically every six 


seconds. Economical to own and use. 
Ideal for any type product or service. 





Write Dept. 1 
for illustrated brochure 
and prices 










TEL-A-STORY, INC. 
523 Main Street, Davenport. 
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STATEMENT REQUIRED BY THE ACT Ot 
AUGUST 24, 1912, AS AMENDED BY THE ACTS 
OF MARCH 3, 1933, AND JULY 2, 1946 (TITLE 39, 
UNITED STATES CODE, SECTION 233) Showing 


the Ownership, Management, and Circulation of 
DUN’s REVIEW AND Mopern’ INDUSTRY, _ eens 
monthly at Chicago, Ill., for October 1, 195 


rb td r, editor, 
Publisher, 
 &- 


names and addresses of the 
and business manager are 


New York &. 


l. The 
managing editor. 
H. B. Idleman. 99 Church Street. 


Editor, A. M. Sullivan, 99 Church Street, New York 8, 
N. Y.: Executive Editor, M. Joseph Dooher, 99 Church 
Street, New York &, N. Y.: Business Manager, Viola 


Anderson, 99 Church Street, New York 8, N.Y. 


2. The owner is: Dun & Bradstreet Publications Corp., 
99 Church Street, New York &, : the name and 
address of stockholder owning | per cent or more of 
total amount of stock is: Dun & Bradstreet, Inc., 99 
Church Street, New York 8, N. Y 


3. The known bondholders, mortgagees, and other se- 
curity holders owning or holding | per cent or more of 
total amount of bonds other securities 
ave: None. 


mortgages, or 


2 and 3 include, in cases where the stock- 
appears upon the books of the 
company as trustee or in any other fiduciary relation, 
the name of the person or corporation tor whom such 
trustee iS acting: also the statements in the two para- 
graphs show the afhiant’s full knowledge and beliet as to 
which stock- 


4. Paragraphs 
holder or security holder 


the circumstances and conditions under 
holders and security holders who do not appear upon 
the books of the company as trustees, hold stock and 
securities in a capacity other than that of a bona fide 
owner. (Signed) H. B. IDLEMAN Publi 

Sworn to and subscribed before me this 19th day of 
September, 1957. Nettie L. Fenxker (Seal) (My com- 
mission expires March 30, 1959). 


INSTANT SETTING PATCH 
for BROKEN 

FACTORY 
FLOORS 
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No trafic tie-ups! Just shovel INSTANT-USE into 
hole or rut truck over — without waiting! 
This tough plastic material bonds tight to old con- 
crete — right up to a feather edge. Wears like 
iron. Won’t crack or crumble. Ideal for complete 
overlay! Used indoors or out. Immediate shipment. 


MAIL COUPON for FREE BROCHURE & TRIAL OFFER 


FLEXROCK CO. Offices in Principal Cities | 
3663 Filbert St., Philadelphia 1, Pa. | 
Please send INSTANT-USE Brochure and details | 
of TRIAL ORDER PLAN no obligation. (Attach r 
coupon to company letterhead). ) 


Name 
COO <i secs cccticcnsnnicsnasesenscesnncdsseasccnssascsscncnsnsenecenonsene | 
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man, as the table on page 126 ( based 


on survey findings) shows. 
The middleman is usually the 
prime target of the consumer goods 


while industrial goods 


at the 
most 


companies, 
promotions are aimed mostly 
consumers—probably because 
producers of industrial goods. sell 
directly to the user. 

Where should the sales promotion 
report? In Protessor 
the most logical and re- 


department 
Frey 's view, 
warding arrangement is to put sales 
promotion, advertising, selling. 
merchandising under a single top 
marketing executive, perhaps a vice 
president for marketing. 


and 


Wanted: Idea Men 
What qualifications should the 
sales promotion man possess? Above 


said the men who answered this 


all, 
question, he must be creative, capa- 
ble of producing new ideas—and he 
needs to develop more of them, per- 
haps, than anvone else in the organi- 


to work under 


zation. Ability con- 
stant pressure and enjoy it also 
ranked high in the responses. It was 
also agreed that he must “eae his 
product and his market. 

It may not, of course, be strictly 


necessary to have a special depart- 
bulle- 
tins, product information sheets, and 
\ company 


ment to produce sales aids 
other promotional tools. 
can get 
sales promotion activity, says Protes- 
Frey, and | But 
somata and 
strengthens a marketing operation, 
mi: ignifving g a companys profits and 


along without a separate 


sor 1 good many do. 


«<“< 
sales buttresses 


position. 
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a th KAHAN 


“Could IT start going to lunch a little 


sir? They’ ve changed the hours 
at the mission kitchen. 


** 
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DRAKE, Distribution | 
STARTZMAN, and 
/ SHEAHAN Materials i 
, H Handling ' 
' and BARCLAY Consultants 
| CONTROL, MOVEMENT AND STORAGE OF MATERIALS } 
41 East 42nd Street, New York 17, N. Y. 
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Have you a new address? An early 
change of address is helpful--it is usually 
necessary to have three weeks’ notice. Please 


include the old address and send the informa- 

tion to the Circulation Department DuwnN’s 
REVIEW and MODERN INDUSTRY. 

99 Church St., New York | 8. N .Y. 
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Your 
Salesmen 


Sell More 
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TT 
Give Your Salesmen A BETTER 
MEMORY For Christmas — 
MORE SALES For 1958 


Recorday helps them 


* Organize their time 
* Keep appointments * Keep promises 
* Work effectively * Follow through 
* Remember details * Sell more 
12-\Mionth Alemo 
Organize! With Leathe: 
Designed lly For 


A complete system 
and Work 
Pocket ("4 


Salesmen. 


| spectia 


Used By Many Leading Companies 
Send Today for complete 12 month unit 
on approval, complete details and quan- 
tity prices. Satisfaction unconditionalh 
vuaranteed., 


69 Harvey St. Cambridge 40, Mass. 
Please send the following Complete Recorday 
Units On Approval: 


Dept. D-1 ] 





Soaene With Deluxe Brown Case $8.50 
etenes With Brown Pin Seal $6.50 
Nome...... ecccccccccceseoce WSs ccceces 
Company ....... senbecousnees $eeeeee 
AdGress. wccccccccecs eccces ecccccocesesece 
Gi ccccccccecccecesocess SOP eTTTEre 
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ADVERTISING INDEX 


ACCO PRODUCTS, DIVISION OF NATSER 
mg ye al agg 128 
LaPorte & Austin, Inc 
A( ME ‘VISIBLE RECORDS, INC.. , 93 
I Brown Advertising Agency 
ALLIED RESEARCH rarer , 8. oe 63 
Emery Advertising Corporati 
AMERICAN LITHFOLD CORPORATION. -weeee 
Burlingame-Grossman 
AMERICAN TELEPHONE 
COMPANY 


& TELEGRAPH 
N. W. Ayer & Son, Inc. ) 


4 over itl 


BABCOCK & WILCOX COMPANY, THE. 
QO. S. Tyson and Company, Inc. 
BAKELITE COMPANY, A DIVISION OTF 
UNION CARBIDE CORPORATION 
M. Mathes, Inc. 
JOE MANUFACTURING COMPANY 
‘ke, Meyer & Finn, Inc. 
BORG-W ag eee > 7 CORPORATION, 
Rogers & Smi 
BRITISH INDU STRIE S CORPORATION. 
Ihe Kaplan Agency, Inc., Division of Lewin, 
Williams & Saylor, Inc. 
BURROUGHS CORPORATION.... 
Campbell-Ewald Company 
BUTLER MANUFACTURING COMPANY .,.,.., 
Aubrey, Finlay, Marley & Hodgson, Inc 


CHASE MANHATTAN BANK, THI 
Albert Frank-Guenther Law, Inc 
CHEVROLET DIVISION, GENERAI 

CORPORATION. 
Campbell-Ewald Company 
COLUMBIA RIBBON & CARBON MFG. 
CO., INC.. 
M. Freyst adt Associates. Inc 
COMMERCIAL CREDIT (¢ OMPANY. 
VanSant, Dugdale & Company, Inc 
COMMONWEALTH OF PENNSY ‘L VANIA,. 
a ay rn ge DIVISION.... 
Ka Farrell, Chesley & C lifford, ‘Inc. 
COMPTOMI TER CORPORATION... 
Henri, Hurst & McDonald, Inc. 
CURTISS-WRIGHT CORPORATION .... 
Burke Dowling Adams, Inc. 
“UTLER-HAMMER, INC...... 
Kirkgasser-Drew 


MOTORS 
4...5 


DeJUR-AMSCO CORPORATION .........16A—-16B 
Friend Reiss 

DICTAPHONE CORPOR ATION 
Young & Rubicam, Inc 

DRAKE, SI ARTZMAN, SHEAHAN AND 

BARCI AY. er » care 

Marsteller, Rickat “d. Gebhardt and Reed, Inc. 

DU KANE CORPORATION..............++--120 
The John Marshall Ziv Company 

DU MONT LABORATORIES, INC., ALLEN B. 51 


Lescarboura Advertising, Inc. 


EASTMAN KODAK COMPANY (VERIFAX). 59 
J. Walter Thompson Company 

ECONOMY ENGINEERING COMPANY . .64, 114 
Kreicker & Meloan, Inc. 

ELBE FILE & BINDER CO., INC... .. 98 
Kenneth L. Nathanson Associates 

ENGEBRETSEN GAME FARMS............. 98 
Lessing Advertising Company, Inc. 

EXECUTONE, IN¢ 
The Joseph Katz ¢ ompany 


FLEXROCK COMPANY. 
Walter S. Chittick Company 
FLUOR CORPORATION, LtTp. 

Hixson & Jorgensen, Inc. 
FORD MOTOR COMPANY 
J. Walter Thompson Company 


GENERAL DYNAMICS CORPORATION, 
ELECTRO DYNAMIC DIVISION 
Gotham-Vladimir Advertising, Inc. 
GILBERT PAPER COMPANY, 
Frank C. Nahser, Inc. 
GLICKMAN CORPORATION. 
Pace Advertising Agency, Inc 
GLOBE COMPANY, THE, PRODUCTS 
DIVISION... 
Ross Llewellyn, Inc. 
GR PRODUCTS, INC 
Norman-Naven, Inc. 
GRAPHIC SYSTEMS......... 
Diener & Dorskind, Inc. 


HAMMOND, C. S., & CO., 
Tveter, Inc. 
HERTZ RENT A CAR.. 
Campbell-Ewald Company 
HEYER CORPORATION, THE.. 
Frank C. Jacobi, ee Inc 
PRES. Be Gs Tice Bec cs 
[he Buckley Oh tat dale ae 
HUNTER PHOTO-COPYIST, IN¢ 
Chapman-Newak & Associates, Inc 
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CEMENT COMPANY .. 
Henderson, Bucknum Co. 
COMMERCE 


IDEAIT 
Rippey, 
INDIANA DEPARTMENT OIF 
PUBLIC RELATIONS 
Mark Gross and Associates 
INTERNATIONA! STEEL 
Keller-Crescent Company 
INTEr NATIONAL TELEPHONE & 
TELEGRAPH CORPORATION... 
J. M. Mathes, Inc. 


COMPANY 


KINNEAR MANUFACTURING CO., THE.... 
Wheeler-Kight & Gainey, Inc. 

KLM ROYAL DUTCH AIRLINES.... 
Charles W. Hoyt Company, Inc. 


LONG BEACH, CALIFORNIA, PORT 
Patch & Curtis Advertising Agency, Inc. 
LOR-EL COMPANY 
von der Horst & Champy, Inc. 


MAGLINE, INC.. 
Rossi and Company 
MAGNAFLUX CORPOR ATION 
Stoetzel & Associates, In 
MANIFOLD SUPPLIES C ‘OMPANY 


Williams Advertising Agency, In 
MICROMATIC HONE CORPORATION 
Gray & Kilgore, Inc 
MIDDLE WEST SERVICE COMPANY 
Proebsting, Taylor, Inc. 
MILWAUKEE DUSTLESS BRUSH COMPANY. 111 
Al Herr Advertising Agency, Inc. 
MINNESOTA MINING & MFG. COMPANY.. 
Erwin Wasey, Ruthrauff & Ryan, Inc. 
MISSOURI PACIFIC LINI 
D’Arcy Advertising C ompany 
MOLINE TOOL COMPANY 
Ross Llewellyn, Inc. 
MONROE CALCULATING MACHINE 
COMPANY 
L. H. Hartman Co., In 
MONSANTO CHEMIC AL COMPANY 
Gardner Advertising Company 
MOORE BUSINESS FORMS, INC 
W. Ayer & Son, Inc 
MULTIPLEX DISPL AY FIXTURE COMPANY. 
Arthur R. Mogge, Inc. 


aie ie AL TRUCK LEASING SYSTEM 
.S. Kirkland 
NE 1 NAH PAPER COMPANY 
Burnet-Kuhn Advertising Co. 
NEW YORK CENTRAL SY ot M 
J. Walter Thompson Compa 
NEW YORK STATE DE PARTMENT OF 
COMMERCE 
Kelly, Nason, In 
NORFOLK & WE ‘STE RN RAILWAY 
Houck & Company, Inc. 
NORTH CAROLINA, THE SIATE OF... 
Ayer & Gillett, Inc, 


OXFORD FILING SUPPLY CO., 


Joseph Reiss Associates 


PALMER-SHILE ee 
Alfred B. Caldwell, 
PANGBORN ( -ORPOR. ATION. 
VanSant, Dugdale & Co., In 
PEERLESS PHOTO PRODL C ee eee 102 
John Mather Lupton 
PEIRCE DICTATING SYSTEMS, INC 
O’Grady-Andersen- Gray, Inc. 
PETERS-DALTON, IN 
L. J. DuMahaut 
PHILCO CORPORATION 
Maxwell Associates, Inc. 
PHOTORAPID OF AMERICA, INC 
Williams Advertising Agency, Inc. 
PITNEY-BOWES, INC. 
. E. McGivena & € O.. ‘Inc. 
PLASTICS ENGINEERING 
Kuttner & Kuttner, Inc. 
PRATT & WHITNEY COMPANY, 
Hugh H. Graham & Associates, Inc. 


RAYMOND CORPORATION 
Taylor M. Ward, Inc. 
RECORDAY COMPANY 


REEVES BROTHERS, INC., VULCAN 
RUBBER PRODUCTS DIVISION. 
Gotham-Vladimir Advertising, Inc. 
REPLY-O-LETTER 
Mahoney & Howard, In 
REVO-FILE ici ISION, 
COMPA ; 
Stockton, West. Burkhart, Inc. 
REVOLVATOR C OMPANY. 
Fredricks & Company, In 
REYNOLDS METALS (C€ ‘OMPANY. 
Clinton E. Frank, Inc 
REZNOR MANUFAC TURING ¢ ‘(OMPANY . 
Kight Advertising, Inc. 
ROCK ISLAND LINES.... 
The Caples Company 
ROURA IRON WORKS, INC. 
Marstellar, Rickard, Gebhardt and Reed, 
ROYAL BANK OF CANADA, THE 
Albert Frank-Guenther Law, Inc. 
RYERSON, JOSEPH T., & SON, 
The Buchen Company 


THE MOSLER SAFE 


SANTA FE RAILWAY 
Leo Burnett Company, Inc. 

SERVICE CONVEYOR COMPANY. 
Clark & Bobertz, Inc. 

SHAW- eng te COMPANY, THE. 
J. Walter <poeaes ns a8 

SOO LINE RAILRO 
Grubb-Cleland Co. 

STANDARD INSTRUMENT CORPORATION.1I16 
Richard-Lewis Advertising Corporation 

STAUFFER REDUCING, INC. maracas "OO 
Foote, Cone & Belding 

STEIN BROTHERS MFG. COMPANY........123 
The Phil Gordon Agency, Inc. 

STEN-C-LABL, INC........ ise aaie 93sec ee 
Gibson-Erlander, Inc. 

SUNSHINE PECAN COMPANY .............I1II1 


TEL- A-STORY, INC... 
Warren & Litzenberger 
TEXAS COMPANY, — 
G. M. Basford Compa 
TEXTILE BANKING C ‘OMPANY.. 
. E. McGivena & Co., Inc. 
TIME SAVER SANDERS 
F. Slouf Advertising Agency 


UDYLITE CORPORATION, THE 
Zarker Advertising Company 

UNION PACIFIC RAILROAD... 
The Caples Company 


VERSON. ALLSTEEL PRESS COMPANY 
Russell T. Gray, Inc. 
VISI-SHELF FILE, INC. 


Ritter, Sanford & Price, Inc. 


WAGNER ELECTRIC CORPORATION, 
Arthur R. Mogge, Inc. 
WASSELL ORGANIZATION 
James R. Flanagan 
WATSON MANUFACTURING COMPANY, 
INC 
Griffith & Rowlanc 
WAYNE COOK ASSOCIATES, NC, 
Auld Advertising 
WEBER ADDRESSING MACHINE COMPANY 
Stoetzel & Associates, Inc. 
WEST BEND EQUIPMENT CORPORATION..116 
Morrison-Greene-Seymour, Inc 
WEST DISINFECTING C OMPANY ‘ite 
G. M. Basford Company 
WESTERN ELECTRIC COMPANY. 
Cunningham & Walsh, Inc. 
WHEELABRATOR CORPORATION, 
The Jaqua Company 
WING, L. J., — ACTURING COMPANY, 82 
Willard G. My 
WYANDOTTE C HE MIC ALS 
CORPORATION. 
Brooke, Smith, French & Dorrance, Inc. 
WYSSMONT COMPANY, IN 
Sven Thornblad Sales E a Cc Oo. 


YODER COMPANY, THE 
G. M. Basford Company 
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Dun’s Review and Modern Industry carries decisive 
information to presidents who want to manage their 
business better. One of these executives has said, 
“. . . in the fast moving business world which is 
becoming more complex and demanding every day 
... this magazine keeps me well informed on man- 
agement progress.” * 


And these well informed presidents are the ones who 
take decisive action in the major purchases of their 
concerns. In Cincinnati, for example, 78% of the 
presidents recently questioned by Fact Finders Asso- 
ciates, Inc. said they had influenced a major com- 
pany purchase during the preceding month. In only 
42% of these cases had the presidents seen a sales- 
man of the product or service bought! 


ACCsSTV 


Yet here’s a fact to consider in your marketing plans: 


You can get the attention of management men by 
advertising in Dun’s Review and Modern Industry. 
Its authoritative articles are aimed directly toward 
readers who rely upon it in making informed exec- 
utive decisions. 79% of DR&MI’s 120,000 readers 
are General Managers or higher. More than 52,000 
are Presidents. 


If you want to sell your product or service to these 
men who buy in tons, not pounds; by the carload, not 
by the dozen, your advertising belongs in this 
magazine. 


DUN'S REVIEW and MODERN INDUSTRY 
The magagine of, Hreside®l and men who are going to be! 


*Mr. Fred D. Pfening, Sr., founder and Chairman of the Board of Fred D. Pfening Co., Columbus, Ohio 





tT HE HALLMARK OF LEADERSHIP in any man 
is a sense of obligation. For the true leader, beliet in 
anything carries with it a personal responsibility that 
may make heavy demands on his time and energy. It 
entails commitments that are not assumed or ae le- 
gated casually. It may involve a sense of obligation to 
an industry through its trade association, to a com- 
munity through its Chamber of Commerce or school 
board, or to a church through its lay management— 
no matter what the cause, the man with the impulse 
to serve gives generously of himself. 


The sense of obligation often grows into a life of 
dedication. Examples and incidents from ones own 
industry. profession, or c: alling come readily to mind. 


Offered an opportunity to consolidate his pl: int with 
another company in a distant community, a small 
manufacturer refuses to sell, even though he can take 
a substantial profit and get another job that is a sine- 
cure. He teels a person: il responsibility to the 200 
emplovees in his plant as well as a loyalty to the com- 
munity, which would sufter a severe economic shock 
if he sold. There m: iv be times when such moves are 
dictated bv necessity, but it is inspiring to know that 
an individual looks be yond material rewards and 
seeks benefits that are of social significance. 


The incidents need not be so completely enno- 
bling. The man who is generous with time and tal- 
ents is often paid back in kind by the response of 
ne ‘ighbors, customers, e mploye es, and even by the 
response of the typical stockholder, who is se ‘dom 
an altruist. When a leader of business or industry 
heads a campaign to beautify a community and be- 
gins by dressing up his own premises to eliminate 
the industrial e vesores left by a less responsible gen- 
eration, he wins more than approval and good- will. 

Profits follow the plaudits, even though his impulse 
was more esthetic than selfish. No man can invest 


his energies in worthy effort—whether narrowly for 


an industry or community, or broadly for the welfare 
of society—without ge tting some accidental benefits. 
The inner sense of ‘satichaction may be compensa- 
tion enough, but it usually isn't the sum total of the 
payment for the investment. 


The world of business is material and dimen- 
sional, but the scope of leadership includes values 
which give meaning and purpose to the day s effort 
in the marketplace. In compe tition, e nlighte ned 
leade — has set up standards in quality of mate- 
rials, in performance of service, in truth of adver- 
tised prt ss and in behavior in the sales arena. All 
this progress comes from the action of the few who 
inspired, shamed, or converted the many. Theodore 
Roosevelt, one of the prime movers of = leg- 
islation, is credited with the remark: “Every man 
owes part of his time to the industry in which he is 
engaged. Every worthwhile advance in business 
and industrial practice can be traced to the vision 
and persistence of a leader who went beyond the 
sphere of his own personal benefit to serve an 
industry. 


Commercial law is a regulatory pattern of guid- 
ance with well-defined threats for non-conformance, 
and in a complex industrial society it is a necessity. 
But no statute can invoke respe ct or obedience un- 
less the spirit of self-restraint is first evident in the 
man who puts his money, time, and talents to risk. 


Modern leaders in management are well aware 
that the term “free competition” cannot mean un- 
restricted action. Business actions are free only in 
the sense that we do have something to say about 
the rules of the game. That is why there is now such 
an urgent need of leadership with a sense of obliga- 
tion to the total economy, in a day when the whale 
world vibrates to the shift of a decimal in our busi- 
ness progress. 


The Editors 


DUN'S REVIEW and Modern Industry 








PRIVATE LINE COMMUNICATIONS SERVE AMERICAN INDUSTRY 





1. Teletypewriter request from DoALL outlet asks Des 
Plaines, Ill., warehouse for an item not in local stock. Plaines, then passed to wareh 
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is filled from the 15,000-item central stock 4. Shipment is on its way 
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Bell System service helps put 15,000 products 





on the shelves of every DOALL sales store 
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The DoALL Company’s 37 sales stores can give line internal order handling 










customers Tast delive rv on any one ot 15.000 cut- a da ly status repnor% n the 

ting tool and gage items. They simply send a tele- ‘ ° , , 

typewriter beiant r to a central warehouse, and Vodern communications may save days and dol- 

within two hours the iten n tne wa) lars in your own distribution system. Just call your 
This Bell >) stem private line service helps Bell Telephone Company business office. i re pre- 

DoALL keep local inventories economically low, sentative will study your business. suggest spectfl 

turnover high It enables the cOmpany to stream- ideas. No obligation. of course. 
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15-mile-long overhead storage conveyors 


move parts for General Electric 
Filter-Flo’ Washers and Dryers 


Minimum inventory carried on floor. Thousands of ball 
bearings lubricated with Texaco Multifak 2 for three 
and one-half years with minimum maintenance. 


[hese modern storage conveyor systems are located in 
Building #1, the Home Laundry Department at General 
Electric Major Appliance Division, Louisville, Kentucky. 
Their total length 1s 15 miles. 

As components for General Electric Washers and 
Dryers are manufactured they are routed through the 
conveyor system overhead, avoiding floor storage and 
are directed to required assembly points as needed 

! 


Thousands of ball bearings equipped with sealed pres- 
: I 


sure grease fittings assure smooth conveyor movement. 
All of these are lubricated with 7exaco Multifak 2—except 


those which operate through high temperature paint and 
enamel baking ovens which requires a synthetic lubricant. 

[his is a good example of the way Texaco Lubricants 
and Lubrication Engineering Service are helping industry 
everywhere keep maintenance costs low and production 
high. Why not find out how Texaco can help you? 

Just call the nearest of the more than 2,000 Texaco 
Distributing Plants in the 48 States, or write: 


The Texas Company, 135 East 42nd Street, New York 
17, New York. 


ICH, Lubricants, Fuels and 


Lubrication Engineering Service | 





